for girls 


fall and winter 


¢ All that’s new in style—best in construction. 


* All types to fit all growing feet. 
* Reflecting more than 50 years of experience in 
making fine shoes for children. 


¢ Continuing, full-color national advertising— 
complete store-planned merchandising. 


e The one line with the 5 Weatherized features. 


Wearner-Biro 
SHOES FOR BOYS AND GIRLS ARE 
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ANDRITE CALF 


From the moment when an 
inspired shoe fashion ap- 
pears just as a gleam in its 
creators eye until the 
achievement-in-leather 
graces a feminine foot...the 
first consideration with those 
who know is the superb 
beauty and adaptability of 
Tandrite Calf. 


HUBSCHMAN & SONS, 











PHILADELPHIA. 
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Paramount Shoe Mfg. Co., St. Louis, Mo. 
Tandrite Calf, Color No. 572, Town Brown 
















Army Russet Elk Tanned 
Blucher Oxford 
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THE GILBERT SHOE CO. 


THIENSVILLE, WISCONSIN 


























Independence Is A Wonderful Thing! 
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Holland-Racine Dealers 
place a high value on their inde- NATIONALLY ADVERTISED IN 


pendence and so do we. Seeing eye . . . 
te Ge eb Ge tegetinnte of tb POST-COLLIER'S LIBERTY: ESQUIRE 
independence, we seek at all times 


to strengthen it, never to compete 


with it, through company stores. 
al) (3h | ae 


anyon OF PRIVATE ahh eal» mor ven, Sewage DEALERS ONLY . 
ve, Nationa and at the ads say: sold only 
by Independent desta whe’ Se tated tanks of dan Oian aoe assurance 


HOLLAND-RACINE SHOES, une. micuican 
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STYLE 
No. 8833 


Fine Pennsylvania craftsmanship, as well as proved foot-health features and 
fine fit, make Pollyanna the dependable bread-and-butter of childs’ and misses’ shoe 
operations in leading stores and departments. Think of this when you reorganize your 


children's business on brands you want to live with. 


A.$. KREIDER SHOE CO. 


NEW YORK CITY SHOWROOM 
Marbridge Bldg., 47 W. 34 St. 


ANNVILLE, PA. 


4 Boot and Shoe Recorder 





Mh head 


OF THEIR CLASS! 
















© Before a single pair of Walk-Over shoes 
earns its “Selling Diploma” it must be 
proved by exhaustive factory and field 
tests. Workmanship and shoe designs 
pass our highly critical Merchandise 
Council. Next, rigid factory “wear™ 
tests determine the merits of 
individual lasts. Finally, 


special shipments of shoes 


are systematically tested 
by consumers in the field 


for fit and style-acceptance. 


a 
*. * 
cece”? 


NATIONAL FOOT HEALTH WEEK 


MAY 24 TO 31 “Ssesesee” 
| 
| New York Sales Rooms, Geo. E. Keith Company, 
Marbridge Building—822 and 906 Brockton 63, Mass. 


| May 15, 1947 











A make-believe sale 
gets me a new customer! 


“Hold it, That’s great!” cried Jack Harper, photogra- 
pher for “People” magazine as he snapped me at the 
cash desk. “Now what we want for this series is real- 
life stuff. Make believe our Miss Kane is a customer.” 

Miss Kane yawned as she sat down. I reached for her 
right shoe, she suddenly smiled, and another flash bulb 
exploded. “Er . . . soffething stylish?” I asked. 

“Uh-huh,” the pretty, pug-nosed model said, smoth- 
ering a bigger yawn. 

As I pulled a pair of patent pumps from the rack. I 
bumped into Harper, who was circling around. angling 
his camera. “You're doing fine,” he said breezily. 

“These pumps are smart,” I started, straightening my 
shoulders. “And they're a pleasure to walk in, too, be- 
cause they’re made with a midsole of Armstrong’s Cush- 
ion Cork.” When I bent over to slip them on her feet, 
Yarper took another shot. 

“Uh-huh.” Miss Kane replied, still bored. “Why?” 

“Well, this Cushion Cork midsole is so springy it will 
actually cushion your feet during those long hours of 
posing. And it's flexible. too, so you won't have to 
worry about breaking-in.” 

“Walk this way, baby,” Harper directed. “That's it.” 

“It’s a pleasure.” said Miss Kane, flashing a smile as 
the bulb went off. 

“Well, that does it,” said Jack, pumping my hand 
vigorously. “ ‘People’ magazine really appreciate . . .” 
He glanced over his shoulder. “Okay, toots,” he called 
to the pug-nosed model who still was walking up and 
down the aisle. “You can stop posing. We're through.” 

“Oh, but I'm not,” said Miss Kane with a real smile 
this time. “I've just started to wear these pumps. They're 





* 
pio a ADDS COMFORT TO EVERY STEP 





the most comfortable shoes I've ever modeled in.” 
“And you're my prettiest customer.” | replied. 


Miss Kane opened her purse and winked. “I'm tempted 
to buy your entire line. Wrap up my old shoes, will 
you please?” 

* - . 
KEEP TELLING EVERYONE about the extra comforts of Armstrong's 
Cushion Cork. You'll find it pays off in extra sales and lasting 
friends. Be sure to specify Cushion Cork in your next shoe 
order. It’s available in men’s, women’s, and children’s ge 
shoes. Armstrong Cork Company, Shoe Products Depart- ® 
ment, 9605 Arch Street, Lancaster, Pennsylvania. — 





* Reg. U. S. Pat. Off. 





ARMSTRONG’S SHOE PRODUCTS 


BOX TOE MATERIALS + FLEXICORK* - FILLERS - CUSHION CORK - CORK COMPOSITION 
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Each last and pattern is tested 
at “America’s Greatest 
Clinic” in Les 

SOCKET . 
HEEL SEAT 





SNUG UPPER 
ACTS LIKE A 
RESTFUL BANDAGE 







WEIGHT-BEARING 
ARCH 











Designed and 


(nie feted 


at the Famous 
Ur. Hiss Clinic 
In Los Angeles 


In selling Dr. Hiss Shoes you have the 
assurance that your customers will 
benefit from the million foot treatments 
behind the construction features 

of this footwear for women. 


Orthopedic features, built into each Dr. Hiss 
shoe, will promote proper foot function 

for your customers. Improved foot 

health and comfort will bring them back. 
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EXERCISE WEIGHT 
OF MUSCLES AND STYLISH EQUALIZED 
—_— ARCH TOE UNDE® BALL 
| DR. HISS SHOE appa yorK cITY 
CASTER, OHIO @ 746 MARBRIDGE Tee aoa 
Be ’ 
| LA cieeed oe Te IRVING DREW SHOE 
Manu 
| 7 
| 





No. 1880 


~~ Ker, 
Plus an intensive national advertis- Fin OSs 


ng program sending MORE MILLIONS 


of sales-producing messages to the A GREAT NAME | 

great KICKERINOS market. New ad N CASUAL Te) 

vertising, hitting the BIG high school OTWEAR 
market—the GREAT college girl mar 

ket — the EXPANDING young married 

woman's field—the EXTENSIVE career 

F x 


girl world—and the BIG mass market. Liki 


Tie up with KICKERINOS for COM ~ ty ‘ \ Sa * = - “ 5. =. 
PLETE MERCHANDISING! TONS i SE, ALE A. ‘ =. 
. aoe ., J femodern screen 
| - OF eT 

AN oe => Ave. ~~ cd 
(ick? Division MARILYN SHOE CO., 1229 W. Vine St., Milwaukee 5, Wis. 
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Dg CURMS of Geurve 


Popular? You bet! Curtis shoes... always in smart company . . . with their 


brilliant styling, top quality leathers, superb workmanship. Get 


America’s finest shoe values at your CURTIS dealer. (Above is Style No. 663.) 


Copyright 1947, Curtis Shoe Company, Inc. 


Shoe for Pen 
CURTIS SHOE COMPANY, INC. MARLBORO, MASSACHUSETTS 


Four Generations of Fine Shoemaking 
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Ff’ as a Master-Watchmaker Perfects 
Precision in a Fine, Delicate Watch 
Shoe stylists have been waiting a 
long time for elastic goring — for modern styling 


— for perfect fit for any foot— for flexibility with 
durability — for better service to the consumer. 


CARR-FULFLEX 











fot Fit 


all styles of shoes 


Quality and Life of shoe goring depends 
completely upon the elastic thread. 
Be sure of it. The name, “Carr-Fulflex” is your 
guarantee that this elastic thread is manufactured 
with the master watchmaker’s precision that 
insures durable long-life to AE 
your shoes. > 
. ~~ 
ly * 














HIS is the sign of clean, cool, refreshing 
comfort! To the many thousand: of 
users of Chrysler Airtemp Packaged Air 
Conditioners it is the sign of increased 
patronage and profits. You, too, can profit 
from Packaged Air Conditioners. They 
attract people to your store, encourage 
them to stay longer and to buy more. Plan 
to air condition now and display this 
friendly invitation to the public to spend 


ANOTHER PLUS VALUE of Packaged 
Air Conditioners is that heating 
coils can be added to packages 
for year-round air conditioning. 


AIRTEMP DIVISION OF CHRYSLER 











in full comfort where they see this sign. 
You enjoy many plus values when you in- 
stall this simplified form of air condition- 
ing. It is packaged merchandise—every- 
thing needed is built in at the factory by 
Chrysler Airtemp, pioneers of Packaged 
Air Conditioners. Packaged Air Condi- 
tioners are easy to install and to move, an 
advantage when remodeling or moving 
For details, mail the coupon to . . . 


CORPORATION, DAYTON 1, OHIO 


in Conede—Therm-O-Rite Products, Lid., Terente 





CHRYSLER 
AIRTEMP 


al J 


Packaged Air Conditioners 











HEATING « AIR CONDITIONING + COMMERCIAL REFRIGERATION 
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Mail This Today 


Please send me, without cost, your booklet 
about Packaged Air Conditioners — “A Sound 
Investment in Modern Business”. BSR-1) 


Nome_ — 
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recognizable in the finished shoe, a factor which is indeed = 


an asset to the retailer in his present competitive selling. 3 
Evident too, particularly to his fashion-wise customer, is the 7 ie 
smart appearance which results from the fashion correct- K 


ness of Surpass Kid from which the shoe has been made. 
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. “STANDON” TRADEMARK 
‘STAMPED ON INSOLE 
NONE GENUINE WITHOUT IT 


-‘“STANDON” 
GENUINE LEATHER INSOLE 
MADE BY SECRET TANNING PROCESS 


“STANDON” 
LEATHER INSOLE 
' STITCHED INTO POSITION 





WRITE FOR CATALOG 


BACK AGAIN, just in time to get 
your tennis shoes and oxfords off 





to a fresh, clean start .. . In-Stock 
NOW, these rugged shoes for 
every active sport will soon be on 
the fastest, hardest, playing feet 
in America. 

STANDON is the genuine leather 
insoled rubber and canvas shoe 
your customers missed during 
wartime years. STANDON is the 


STAPOON 


shoe that revolutionized selling by 
banishing all the unpleasant asso- 
ciation of ideas that created sales 
resistance for canvas footwear. 
Make your tennis shoe sales pro- 
duce unprecedented volume this 
summer. Feature STANDON, the 
tennis shoe with healthful leather 
insole that tends to keep feet dry 
and fresh, and prevents burning 
feet. 


TENNIS SHOES ARE AVAHTLABLE EXCLUSIVELY FROM 


ENDICOTT JOHNSON SHOE CORP. 
RUBBER DIVISION 


JOHNSON CITY, NEW YORK «¢« ST. LOUIS, MO. © NEW YORK, WN. Y. 
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of gleaming gold and matching 





color in 


TAYLOR-MAID PIPON BRAID 





When strands of gleaming gold cellophane are 
braided with strands of rayon (custom-dyed to 
match the color of the shoe}, a lovely style 
accent is created — Taylor-Maid Pipon Braid. 
Dainty and durable, it makes smart patterns 
more alluring, emphasizing quiet or bright colors 
as only the glisten of brilliant gold can. Pipon 
Braid will not tarnish. It is shown here in sandals 
by Ryder of California. The hat, bag, shoe and 
belt were styled by Thomas Taylor's Style 


Department. 














Cope’? THOMAS TAYLOR & SONS Inc. | 
Thomes Teylor & Sons Inc. Hudson Mass. si 
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SUNDIAL ADVERTISING OFFERS... 





The every-week-frequency of dramatic large-space advertising, in 38 major newspapers 
throughout the Sundial territory, makes a powerful impact on more than 7,500,000 families. 
Add the retail selling effectiveness of advertisements in your local newspapers and you have 
an unbeatable combination! 


SUNDIAL SHOE COMPANY, MANCHESTER, NEW HAMPSHIRE 
DIVISION OF INTERNATIONAL SHOE COMPANY 








The Magic Eye 
Store 
Las Vegas, Nev. 









“SPECIALTY SHOPS: 


Just Naturally Use Mohawk 
Carpets For Something SPECIAL 


Heavy-trafhic locations call for carpets with extra durability 
—extra beauty ! Mohawk fills both these requirements. 
First, Mohawk carpets are “balance-constructed” to make 


replacements few and far between. Second, Mohawk offers 


a range of colors, patterns and textures to fit the needs of 


any type of establishment. 


HERE’S THE MOHAWK “FIVE 
POINT” STAR OF BALANCED 
CONSTRUCTION : 


1 * Wool Blend 

2 ** Pitch 

3 *** Rows per inch 
4 xxx Yarn Size 

5 xxxxk* Pile Height 


MOHAWK CARPET MILLS, INC., 295 FIFTH AVENUE, NEW YORK 
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to att Beet ar oh e 
Future with the “American Boy” 


AMERICAN BOY is your good business future. 
Styled right for Fall . . . appealing to the vast market of 

the Nation’s Youths . . . AMERICAN BOY or 2 a: 
af » Sea > 


will build sales for you today, repeat profits ¥ oe pe 
in the years ahead. 


4 well-balanced line . . . with a 





continuation run of basic styles in / 


young men’s 614 to 9 size range. 





also makers of Sir Walter and LION Shoes 


NATIONAL SHOE COMPANY © | Division of Craddock-Terry Shoe Corp. L 
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FOR 
MILLIONS WILL ASK 


WHITE 
RSQUIRE LANOL WHI 





shoe stores, 
departments and 
repair Shops 


dente, 6 ee 


- OFF. 


| Product of KNOm Reg. U.S. Pat x = ; Maes 
ARK mero. CO., inc Gate : athe 
eee ae =! £0., + Makers of ESQuirg BOo FS : 
ee a. eae T POLISH 


Millions will see ads like this in LIFE . 


SAT. EVE. post 
COLLIER'S = 


TRUE - N.Y. TIMES MAGAZINE 
-8nd other National Magazines. 


AMERICAN WEEKLY — 
AMERICAN LEGION. . 


UIRE BOOT 
L' WHITE, ESQ 

CUTOUTS, FEATURING ESQUIRE LANO 

INDIVIDUAL : 
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A GLAMOUR boy is not born and is usually made over- 
night. When suddenly his hair is carefully brushed and his face 
starts to shine, parents usually know the reason WHY. And, when 





Johnnie starts to be fussy about his shoes, naturally he pays a 
visit to the Gerberich-Payne Dealer, for as any smart lad will 


ella tell you, Gerberich-Payne Dealers have the “right” shoes, ex- 
€9; actly the kind all the kids want and find so hard-to-get; Ger- 
. S 
. at Za) berichs and Gerberich-Payne Official Boy Scout Shoes. 


& 
c Offices: New York, Marbridge Building, Room 405 © Los Angeles, 
& e& & | = € 219 West 7th St.. Haas Building, Room 919 . Philc., Lafayette 


Building, Room 1025 


- Payne bee Co. MOUNT JOY, PENNSYLVANIA 











..Lo Captivale yous 
‘Se 


college group, already New styles for Fall 
over 12,000,000 strong! 


. .. gay saddles, bright 


casuals, nimble slacks . . . part of 






an ultra-smooth line destined to move 
smartly for dealers in the coming season. KI-YAKS 


will put your store a “jump” ahead. 


NS A\ 
REG. U.S. PAT. OFF. 


FASHION WELTS FOR YOUTHFUL WOMEN 


METROPO 0 | COMPAN } 
DIVISION of CRADDOCK-TERRY SHOE CORPORATION ynchburg, Virginia 
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Shoemaker Tince 1875 





STACY-ADAMS COMPANY 


lhe repeat-demand for pair after pair of 
Stacy-Adams Shoes lasts through good times 
and bad — because of the traditional fine- 
fitting Quality of Stacy-Adams’ wide selection 
of famous lasts — because of the crafted 


Quality so built-in the shoe that it lasts 


*tansaa% Bur — 


BROCKTON 6 2 





Style 482 


te tly... 


ce? 
wor THE PRY cy pen MILE 


through years of wear. A Stacy-Adams Shoe 
retains that original “new shoe” look during 
its complete long life. 

This Quality in Stacy-Adams Shoes lasts 
long after price is forgotten. That is why the 
Stacy-Adams franchise is so constant — and 


so desirable to the right shoe retailer. 





MASSACHUSETTS 
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CHARACTER 
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Tue cuassic stytinc of these two brogues by 
Johnston and Murphy reflects the clean lined 
character of the last. Beautiful toe expression is 


evidenced by the smooth, slightly walled edge 


UNITED LAST COMPANY -: 





and the gradual recede on the tip. United Last 
designs, such as these, will stand firmly behind 
the year after year production of great names in 


shoe manufacturing. 


BOSTON, MASSACHUSETTS 
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INTHROP 


PLAYS ‘EM ACROSS THE BOARD 


Winthrops for men, Winthrop, Jrs . for boys— between the two they cover the 


ney 


" 


needs and tastes of the country’s males from 6 to 60. 


Winthrop’s unique policy of *Man-Style Shoes for Boys’ makes Winthrop 


converts at a tender age. Careful attention to style, detail, com- 


,) 
hy 


fort and quality keeps them Winthrop fans for years and years to 
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come...gives Winthrop dealers the advantage of profitable 
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time-after-time repeat business. 


a0 


N 


4a 


“Winturop SHOES for men Ga . 
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Widths AAA to G 
Sizes 5 to 14 
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Winthrop Shoe Co. « Div: International Shoe Company « Saint Louis 
New York Sales Office, Room 914, Marbridge Building 
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tow to Improve 


Your Sole Laying 


It's just this simple: use a cement that matches exactly your needs 
for the job. 

For example: Be Be Tex 7785, a machine cement, is particularly 
good for oil treated soles. Used on regular soles, it leaves a heavy 
film and has the added characteristic of overnight tack. Other 


Be Be Cements for soles and bottoms, either latex or solvent types, 










have been developed to meet normal and special conditions. 
Do you need overnight tack? Or weekend tack? Is rub-off im- 


portant? Do you want a solvent cement that breaks well without 


stringing from the machine? 
The Be Be Cement that is practically “custom built”’ for each of 


your requirements is described in “we Adhesives.” 


Cements for General Shoemaking Operations 


\ BeBe Bond. BeBe Tex 


SOLVENT TYPES LATEX TYPES 
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"(AC ADHESIVES”’ 


This useful handy reference list catalogs 91 
general shoemaking adhesives including over 50 
Be Be Cements. Indicates 
method of application 
and adhesive properties. 
Arranged by factory 
operation for easy 
evaluation of each 
adhesive. Your United 
man has a copy for 
you. 






* 400s, 
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Distributed by United Shoe Machinery Corporation, Boston, Mass. 
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pare “timely and practical.” 


“finest moccasins we've 






seen in yeors.” 


... “just whet merchants 
need today.” 
... “big help in boosting 
our unit sales.” 
... “very pleased so for 
and foresee steady sales.” 
These ore quotes from letters received with re-orders for 


SONGOS - - - genuine moccasins, vamps hand-sewn by the 





IN-STOCK, 


| Up te two weeks’ 
‘t delivery at present 
AAA6/9 AABAS/9 BELLI 9 







810—Brown Send o trial order today — 
shipments in 12 pr. containers. 

You'll re-order fast 

and often! 






808—Brown 
809—Red 
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In shoes—as in shanks—fit is foremost. 
When you buy United Shanks, you can 
select the type that correctly fits the shoe bot- 
tom. You can be sure of shanks that are 
precision fitted to your run of lasts... and 


always uniform in bend and temper. 


UNITED SHOE MACHINERY CORPORATION = 


140 FEDERAL STREET, BOSTON, MASS. = ay" 
















VITA-TEMPERED 
STEEL SHANKS 


@ Are tough, hord, uniform 
. fit like master models 
@ clean, ready to use 


@ provide even balanced tread 
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MORE AND MORE FAR-SIGHTED MANUFACTURERS 





Yes! The switch is on. In full swing as more and more manufac- 
turers see for themselves . . . learn for themselves . .. the un- 
matched advantages of the new Pontasote. 


No matter what coated fabric or unsupported film they've been 
using, they now know that the new Pontasote is “tops” in beouty— 
‘tops”’ in its soft, supple ““hand’’. It’s extra easy-to-tailor! 

SEE FOR YOURSELF! See the out-of-this-world colors and grain- 
ings of the new Pontasote. Feel it! Twist it. Turn it. Amazingly 








THE NEW PANTASOTE TAG 
supplied without charge soft and supple! 


TRY IT! On your own product. Prove to yourself that never betore 
has there been a film or fabric like this. Specify Pantasote from 
now on... and watch your sales curve rise and your profits go up! 


FREE! Write today for free swatches and complete information on 
the great new Pontasote. If you use unsupported film ask for 
Pantasote’s Pantex. If you use coated fabric, ask for Pantasote’s 


THE PANTASOTE CORP OF N. J 
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The 
ONLY REDUCTION 
We Are Making 


Is In Our 
QUOTAS FOR FALL* 


No clamor for lower prices will swerve 
us from our determination to deliver 
the same fine quality of shoe for which 


we have built a nation-wide reputation. 


* We believe Timing is far more important than Price 








We are reducing quotas in order to deliver our shoes on time. 


THE JULIAN & KOKENGE CO. 


Columbus 15, Ohio 


Makers of 


FOOT SAVER—DR. M. W. LOCKE 


Shoes for Women 
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at the 
NATIONAL SHOE FAIR 








For the first time since the war this eagerly 
awaited elasticized footwear—made possible 
by the stretch of Lastex yarn and originated GJ 
by the United States Rubber Company — 
again highlights leading shoe lines. Spurred 
on by retailers’ requirements and reflecting 
strong consumer demand, hundreds of shoe 
manufacturers are incorporating this popu- 
lar elasticized feature in their leading styles. 





For models, samples and prices of those types of 
shoe materials made with Lastex yarn which are 
now available, apply to ALFRED VAMOS, 406 
Marbridge Building, New York City. Alfred 
Vamos is the inventor and patentee* of Vamos 
stretchable shoes and is the selected consultant 
for shoe manufacturers using materials made 
with Lastex yarn. ies 
*Patents assigned to United States Rubber Co. 2 Me 


Sastey... MIRACLE YARN THAT MAKES THINGS FIT 
Reg. U. S, Pat. Or. 


An elastic yarn manufactured exclusively by 


UNITED STATES RUBBER COMPANY 


1230 A of the Ameri * Rockefeller Center + New York 20, N. Y. 


© Serving Through Science 
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backed by the integrity of 
e compony that has been 
manufacturing good shoes 
for 64 years 





THE H. C. GOODMAN CO., coiumsus 16, OHIO # 
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Inductive 
% INC. 


39-47 W. 19th St., New York 11, N. Y. 
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Now is the time to check your tennis shoe 
stock. Be sure you have on hand all sizes 
and styles because America is playing 
again. And playtime, as you know, calls for 
special footwear. 


Let The Servus Rubber Company help you 
satisfy your play- and sports-minded cus- 
tomers. Servus canvas, rubber-soled shoes 
have found a ready market for twenty-five 
years. You can count on these items to 
bring you quick turnover and big profits. 


Get ready now for summer playtime with 
a complete line of Servus Pla-Shu's. 


THE SERVUS RUBBER C0. 


ROCK ISLAND ILLINOIS, U.S.A 


NEW Y ® f E AW wAREH 3 Be DWaAyY NEw Y . . y 


Only Trim Tred gives you these four helping hands. Here's a 
style promoted line with a wide price range... you sell all your 
~ customers under one brand name! And the line is complete... 


wide Sty/e and price cane 


— 


style Promg 
SS eq Ar 


5 
) We it and ceme™ 


Fiesta 
7h latty sn Casuals 


om Hee 
= ‘atop Feature 


a. eo le 


Tim Tied : 


AS ADVERTISED IN CHARM, GLAMOUR, MADEMOISELLE 


Roberts, Johnson & Rand . ow oF irernanona. sH0¢ company, ST. LOUIS 3, mo 
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In stock . . . order os many os you want, specifying sizes, colors and widths. 
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. .. buckle ottached by thread instead of stoples . . . the only stitches that 
touch the foot ore those holding the oak leather counter, so insuring proper 


heel support. 


POR LONG WEAR .. . flexible velvet finish chrome reton leather sole is 
6 to 10 iron in weight . . . heavy elk upper, eliminating need for lining or 
box toe .. . genuine linen thread used in stitching upper to sole... smooth 
sock fining permanently held down by upper, which is cement lasted ond 
then Goodyear stitched to sole. 


All these distinguishing tectures of quality ore possible at this 
amazingly low price becouse of the modern mass production 
scadols sell at a price your customers can afford and ore willing 
to pay. 


ETOE SHOE CO. 


AVENUE, REMARK 8, Bob 
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ONE-COMPANY CONTROL FROM RAW 
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...we'll let you in on a secret, Miss! 


MATERIAL TO FINISHED PRODUCT 


Mey 15, 1947 


‘ONCO INSOLES— 


Foot ease and the flexibility and cushioned comfort of Onco Insoles 


were prime points in the careful styling of your shoes. 


it’s twice as smart to use Once insoles 


I. You, as a manufacturer, will agree: Onco Insoles’ shoe-making 
characteristics give your craftsmen a decided “plus.” 
Unfailingly uniform in thickness and texture . . . 
unfailingly easy in “working” qualities. 

2. You, as a buyer, can be sure of customer satisfaction 
with Onco Insoles. They flex so readily, conform so perfectly to 
the wearer's foot, cushion every step in comfort. 


‘One-Company Control means uniform high quality 


From its own woodlands Brown Company selects only the most suitable, long fibered 
trees—for Onco Insoles. Every process from there to finished product is Brown 
pioneered, Brown supervised. This “one-company” control assures 

unvarying texture and thickness, unfailing high quality in Onco Insoles. For further 
information, write Brown Company, 500 Fifth Avenue, New York City, N. Y. 


ONCO BASE for Sock Linings and Heel Peds— onco 
ONCO PLUMPER STOCK— ] 4 
are products of Brown Company. WIVAS00 


“Reg. U.S. Pat. Of. 






































literally millions are 
reading about.. 


NY SOLE 
the look of leather 


and 
far more wear! 


You've probably noticed that more and more cus- 

tomers examine the sdles on the shoes you show 

them. The chances are they're looking for the Avonite 

stamp. Avon national advertising has impressed on 

them the fact that an Avon Sole is an indication of a better 

quality shoe. Today, when the purchase of each pair of shoes 

is an important matter, your customers have every right to ex- 

pect to find longer wearing Avonite Soles on the shoes in your store. 

And manufacturers to whom quality is more important than price are 

glad to have you specify Avonite — or, for rubber soled styles, Avon 

Du-Flex Nap, Avon Du-Flex Gristle, or Avon Du-Flex GumSar, well- 
known Avon quality soles. 


0 1907 AVON SOLE COMPANY 


AVON, MASSACHUSETTS 
SPECIALISTS IN THE PRODUCTION OF QUALITY SOLE MATERIALS FOR THIRTY-FIVE YEARS 
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Turn on 
Comfort 


with 
TYPHOON AIR CONDITIONING 


0. the hottest days of the year, switch on your 
TYPHOON unit and your premises become a cool, inviting 
oasis — beckoning customer traffic, maintaining personnel 
efficiency. Air conditioning, the best advertisement your 
business can have is now a practical investment ... 
thanks to the compact, quality-constructed PROP-R-TEMP 
unit developed by TYPHOON engineers. 


Streamlined in appearance, fully automatic in perform- 
ance, TYPHOON is a marvel of efficiency, supplying you 
with every modern air conditioning service: cooling, 
moisture removal, filtering, non-draft circulation. ... 
TYPHOON dependability is the product of more than 30 


years of experience in air conditioning. 


Give your business the sales building benefits of air 
conditioning. See your TYPHOON distributor now or write e 


Compact Pully Automatic * to Install + Low 

Upkeep * Foolpr Operation ¢ Attractive Appearance 
air 
7-Ton 


for literature and name of nearest dealer. Fg. ng ry: t- 7 * A -® 


TYPHOON AIR CONDITIONING CO., INC. 


794 Union Street Brooklyn 15. N. Y. 
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MORE MEN WILL CHOOSE JARMAN SHOES 


What happened when those new Jarmans caught your eye? You stopped . . . looked... 
started reading. That was your response to “Town Leisuals”—the “hottest” thing since the Oxford. 
And next Fall as Jarman’s nine full color page ads appear in Life, Post and Esquire, Men 








in your district will respond the same way—with one exception: After reading, they'll act. 
They'll head for your store where they'll find more reasons for choosing Jarmans—persuasive 
panels, dynamic displays, interest-arousing promotions . . . and the most sellable styles yet 
stocked by any dealer. Your Jarman salesman will call soon with details. 


JARMAN SHOE CO. « DIV. GENERAL SHOE CORP. « NASHVILLE, TENN. 
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It is more than a simple “trial”! ! ! 











The designing-fitting program that accompanies every United Last style 
reflects the careful judgment and close cooperation of the Shoe and Last 


manufacturer. It is lastmaking skill that compounds the qualities 


Ate teens ot 


of fit with the fickle desires of today’s feminine vogues and 
fashions. That is why United Last “Reproductions in 
Maple” continue to bring enthusiastic response 


from shoe centers the nation over. 
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FOR THE FINEST SHEABLING MONEY CAN BUY-ASK FOR LASKINLAMB! 
For outdoor footwear—fireside slippers, there is nothing to equal the lustre, 
depth and warmth of this first and finest of all dyed lamb. 


ILLUSTRATED: Boots with Laskintan lining, and cuffs of Laskinlamb. 
Laskinlamb slippers available in blue, red, green, burgundy, logwood and white. 
Be sure to ask for Original and Genuine Laskinlamb and Laskintan. 


J. LASKIN & SONS CORP., 130 WEST 30th ST..NEW YORK 1, N. Y.- FACTORIES: MILWAUKEE, WESCONSIN 
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hoe oXme7 Yes, alert retailers and display 
men agree that good-looking, well- 
modeled shoe forms are a “must” 
in order to show shoes to their 
best advantage, because shoes “on 
a form” show how well the shoe 


fit Uihe « gle ve 


window displays and promote 
fener sales! “4 /] 3 heights 


& per pair $85 


-o —_ 

\\C ee 
ee ee ee -() 

a ee Your order 
WAT SIEGEL, IC. 2... NEW YORK CITY . . 

JAS. 8. WILUAMS, INC... MEW YORK CITY will be given cur 


ML. 6. BOGAN MONTREAL prompt attention! 


BP.» SUMMER STREET. BOSTON. MASS. 
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of patterns appealing to young 





men everywhere . . . consist- : 


ently featured in national MAnowai.> - 
— a 


advertising . . . American eo" 
Gentleman is Our ticket 20.090.000-ReADens * 
£0 g00d business in VIA: ENE 
the months ahead. | S00 Business 


AMERICAN GENTLEMAN DIVISION 


Craddock-Terry Shoe Corporation, Lynchburg, hecuie 
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pur t. LIGHT. Boston. Gen- Sales Manager 
American Hide and Leather Comp" 17 East St. 


JOHN BATES, Boston. Sales Manager — Calf 
American Hide and Leather Compe", 17 East St 


CLYDE B- RYCROFT. Boston. Asst- Sales Mer- 
__ Sides and Kips 
American Hide and Leather Compe") 17 East St 


ANTHONY CABALLERO, Boston. Export Mer. 
American Hide and Leather Compeny, 17 East St 


JOuN H- @ NEIL, Boston 
American Hide and Leather Compe" 17 East St 


JOuN E- ROWAN, Boston 
American Hide and Leather Company, 17 East St 


RAYMOND Eg. WALKER. Boston 
American Hide and Leather Compeny, 17 East St. 


JOuN W- 
American Hide @ 17 East &. 


CHARLES GREEN. New York 
American Hide and Leather Co., Inc.. 2 Park Ave. 


WILLARD JORDAN. New York 
Americar Hide and Leather Co., Inc., 2 Park Ave. 


n. W- WILLMES, Cincinnati 
American Hide and Leather Co.. 626 Broadway 


LEROY w. jJULOW, St. Louis 
American Hide and Leather Compe”), 
1709 Washington Ave. 


CLARBENC e E. BECKER. Milwaukee 
Cc. E. Becker Company, 627 West Virginia St. 


CLIFFORD &. MARSHMAN, Milwaukee 
Cc. E. Becker Company, 627 West Virginia St. 


MERBERT COHEN, Sa Francisco 
Herbert Cohen Compey 


BARRY GETZOV, New York. Handbag Leathers 
Radiant Leather Comp*™7> 303 Fifth Ave- 


crise on tpnwne cur nearest TOROS 











Florsheim Shoes 











Your customers — no longer satisfied with inferior mer- 
chandise —are seeking the label they have faith in—the 


name that’s been associated with fine shoemaking for 





over half a century. Florsheim shoes with their 
built-in quality mean steady customers, repeat sales — 
added business. That’s why the Florsheim line has become 


the featured daytime line in stores where quality counts. 


Life 

Vogue 

Town & Country 
Harper’s Bazaar 





THE FLORSHEIM SHOE COMPANY e CHICAGO e¢ Makers of Fine Shoes for Men and Women 
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ashinglon newsree 


by EUGENE J. HARDY 


Inquiries regarding leather and shoe prices continue pouring into the 
various government departments. They come from shoe retailers and distributors, 
as well as consumers. Significantly, the letters have taken a new angle. In the 
past, such inquiries merely complained about high prices. The latest crop seeks 
information as to what are the factors behind the rise in shoe and leather 
prices, pointing up the opportunity for a concerted advertising and public 
relations drive on the part of the shoe industry, according to government 
officials. 


A large number of the inquiries are based on the recently published 
Department of Commerce study which showed that leather prices had risen about 11 
percent above their past normal relationship to the overall wholesale price 


index, while shoe prices were about 16 percent out of line. This study was 
reviewed on this page on March 15. 



































* * & 
The recent visit of an official Czechoslovak trade delegation 
including members of the Czech nationalized leather and shoe industries to 
Washington and leading shoe producing centers was far from a smashing success. 








The primary purpose of the visit was to arrange for the purchase of American 
machinery, equipment and chemicals. Lacking dollar exchange, the Czechs hoped to 
sell leather, shoes, and other products so as to build up dollar credits which 
would enable them to buy the products they require. Regarding footwear, they 
would like to sel] about 3,000,000 or 4,000,000 pairs of so-called "high 
quality" shoes to the United States annually. Putting it mildly, the delegation 
was disappointed with the difficulty encountered in both buying and selling. 
#228 @ 




















German boot and shoe production will be at a level of 113,000,000 
pairs annually by 1950 if American Military Government plans for putting Germany 
on a self-sustaining basis in three years are successful. This estimated level 
for the shoe industry compares with average annual output of between 75,000,000 


and 80,000,000 pairs in the five pre-war years preceding 1939, at which time the 


average per capita consumption in Germany was 1.10 pairs. Reasons for the 
increase in shoe output called for in the rehabilitation plans are primarily the 
influx of population from other countries and the necessity for Germany to build 
up export markets. German exports of footwear in the same prewar years averaged 
about 1,000,000 pairs annually. 
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Approximately 14,800,000 workers were covered by union agreements 
during 1946, an increase of about 1,000,000 over 1945, with the shoe and leather 
industries paralleling the general trend. During 1946, between 80 and 100 per 
cent of the workers in the tanning industry were covered by union agreements, 
while between 40 and 59 percent of those employed in the shoe industry (includ- 
ing cut stock and findings) were similarly covered. 


In the shoe classification, about 50 percent of workers were blanketed 
under closed or union shop with preferential hiring agreements, 5 percent were 
under union shop with no preferential hiring agreements, 42 percent chose 
maintenance of membership contracts, and 3 percent were covered by miscellaneous 
provisions. 

Regarding the check-off, 44 percent of the workers in the shoe 
industry were not covered by check-off provisions, while 33 percent came under 


the voluntary check-off and 23 percent were covered by automatic check-off 
clauses. [TURN TO PAGE 92, PLEASE] 
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4rnold Bartschi, President - THE BIG HOUSE FOR LITTLE SHOES SINCE 1900 - Jos. J. McBryan, Vice Pres. 














ilele(-Me) Muller tig 
craftsmen in elegant simplicity 
for retailers who fit 


babies of discriminating mothers 


Edwards Zaséns 


314-322 NORTH TWELFTH STREET - PHILADELPHIA, PA. 





6 years ago... back 


before the war... our shoes were 





$695 — $795 
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7 
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Today they are *7%-s8%... 


and still with 41% to 48% for the retailer 
(in addition to 5% cash discount) 











Quality? It speaks for itself. 





That is what we mean by: 


MORE SHOE 


for 


LESS MONEY 


... All the time! 
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HERMAN LEVINE, shoe buyer at 
William B. Hislop & Company, Au- 
burn, New York, says: 

“The shoe business, in fact every 
kind of business, is being hurt by 
a serious economic situation which 
has developed in this city. Two of 
the largest industries here have laid 
off employees and reduced payrolls. 
That is serious enough, but there 
is also widespread fear that more 
layoffs will follow soon. As a re- 
sult, the public is holding on to its 
money. Perhaps I should say trying 
to hold on to it, for the high cost 
of living is eating it up fast. Besides 
industrial workers who have had 
their incomes reduced, there is the 





white-collar class which is feeling 
the pinch of high prices as much as 
any group. For many such people 
retrenchment is a necessity. They 
can’t buy lamb chops at 93 cents a 
pound or shoes at some of the 
prices which we must ask. 

“In such a situation, the shoe 
dealer is practically helpless. He 
should be doing a brisk business at 
this time of the year but he isn’t. 
People can’t or won't spend money 
they don’t have or feel doubtful of 
earning. Prices are going up faster 
than income. Manufacturers blame 
it on higher wages but since the enf 
of OPA they have advanced prices 
in some instances ten times the 
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amount of higher labor costs. While 
most of us feel that shoe prices are 
not too high on the whole, we can 
all think of specific cases where 
prices of certain shoes have ad- 
vanced unreasonably. If such a 
trend continues and consumer in- 
come drops, shoe retailers in many 
cities will be hard hit.” 





HARRY B. JOHANSEN, executive 
vice-president of Johansen Bros. 
Shoe Co., Inc., and president of the 
Valley Shoe Corporation of St. 
Louis, Mo., says: 

“Creative selling, in its broadest 
sense, is the answer to many of the 
shoe industry’s problems. By crea- 
tive selling, I mean constructive 
education of all branches of the shoe 
industry, to the fact that their most 
profitable interests lie in balanced 
production, more effective planning, 
sounder merchandising and more 
basic knowledge of consumers and 
their wants. 

“Intensive individual study of 
the best methods to creatively sell 
an overall industry-wide program 
which is acceptable to the progres- 
sive majority, is an existing need. 
We are on the threshold of a new 
era in shoemaking. We can go back 
to production in seasonal sales 
spurts, with its recognized waste of 
shoemaking skills, or we can pro- 
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gress to an economically balanced 
production. With respect to the 
Johansen and Valley Shoe Corpora- 
tions, we intend to adhere to a 12- 
month program as the most practi- 
cal method of manufacturing and 
selling shoes. 

“In the woman’s shoe industry 
especially, we are convinced that in 
the long run an increased volume 
of shoe sales to consumers can be 
built up both for the manufacturuer 
and retailer, providing the balanced 
program is soundly promoted. Our 
industry certainly does not lack the 
necessary initiative and leadership 
to accomplish this worthwhile 
objective.” 





LOUIS LAVERE, manager of the 
Florsheim and Walkmore Shoe 
Store, Syracuse, N. Y., says: 
“Price is the big problem today. 
Shoe prices went up with a bang in- 
stead of following the trend of other 
lines and customers notice it. Many 
of them forget that the price of 
shoes was held down for years while 
other things were going up. Thev 
are only conscious of the fact that 
during recent months the base 
prices of their favorite shoe brands 
are up about two dollars a pair. 
“To my way of thinking, there 
is no prospect of a reversal of this 
price trend for many months. I look 
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for further advances before prices 
decline. Manufacturers’ costs are 
high and there doesn’t seem to be 
any way of reducing them at pres- 
ent. Even if the retailer would like 
to see prices lower, he is dependent 
on the manufacturer to take the 
lead. 

“In spite of the fact that retail 
shoe prices are high and the public 
realizes it, business is excellent. 
Customers criticize high prices but 
they continue to buy shoes. If there 
has been any decline in purchasing 
power locally, we haven't noticed 
hag 
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—The controversial question of cur- 
rent shoe prices has been given 
unusual publicity in the press the 
country over, following state- 
ments by public officials and cer- 
tain unrepresentative shoe men. 


—Boot und Shoe Recorder is, and 
has been of the opinion that 
most shoe retailers are playing 
the game and that the shoes they 
sell represent reasonably sound 
value to the consumer. 


—The card illustrated above was 
distributed at the National Shoe 
Fair, held recently in New York, 
and received favorable comment 


there. 


—We believe that it and the mes- 
sage it conveys is worthy of a 
place in every shoe display win- 
dow. If you would care to have 
this attractively designed, two- 
color counter or window card, 
measuring 5" x 6", we will send 
you one with our best wishes— 
no charge. 

—Address— 
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100 East 42nd Street 
New York 17, N. Y. 





LEW HAHN, president and general 
manager of the National Retail Dry 
Goods Association, addressed a re- 
cent Sales Executives Club meeting 
and said: 

“In the final analysis there is but 
one arbiter of price. That is the 
buyer! Business — all business — 
now is up against a situation in 
which the first step to a solution is 
to determine what are the prices the 
buyer is willing to pay. Then goods 
must be sold at those prices and 
every effort must be made to re- 
duce costs and provide for a profit. 
Only in that way can the huge po- 
tential markets of the nation be 
tapped and continued employment 
and prosperity be assured. 

“If we recognize the soundness of 
this concept, then someone has to 
go through the door first. That door 
already is open and retailers gen- 
erally are on the way out. Take the 
newspaper advertisements of stores 
throughout the nation and you will 
find marked-down sales are the rule. 
This means retailers are selling off 
their high-priced inventories. While 















these sales are going on it cannot 
be expected they will come into the 
market and replace their goods with 
merchandise at still higher prices. 

“The retailer is the factor closest 
to the public. He knows from his 
contacts and his daily sales records 
how the public is responding. He, by 
reason of the nature of his business, 
is the one business man who can 
properly interpret the demands of 
the public. Therefore, when manu- 
facturers see what is happening, if 








they are wise, they will move their 
gaze from a study of their present 
cost figures and consider what the 
retailers are doing; they will be 
prepared to make their contribution 
to meet the insistent demands of the 
public. 


“Prices are coming down!” 
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“Well, | haven't been treading grapes.” 
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AN atmosphere of caution pervaded the halls of four 
New York hotels as the first Springtime National Shoe 
Fair got under way the last week in April. The big 
question in everybody’s mind and on everybody's lips 
was that of price, with some retailers anticipating reduc- 
tions by their resources, and most manufacturers, espe- 
cially the well established houses, holding firm to the 
prices which they had been asking for the past season. 

Attendance was large, with retailers crowding the 
corridors of the Commodore, the Biltmore, the McAlpin 
and the New Yorker hotels which housed the 660 ex- 
hibits. This was a business-like show, with only one 
official meeting, held under the auspices of both co- 
operating associations, the National Shoe Manufac- 
turers’ Association and the National Shoe Retailers’ 
Association, co-sponsors of the Fair. That was the 
luncheon meeting held on Monday, the first day of the 
Fair, in the Grand Ballroom of the Commodore. Two 
other events were sponsored by other organizations: 
the Boot and Shoe Travelers’ Association of New York 
held its 41st annual dinner in the Grand Ballroom of the 
Hotel Pennsylvania Tuesday evening, April 29th; and 
the 210 Associates held their annual dinner in the 
Grand Ballroom of the Waldorf-Astoria Hotel the same 








Caution Keynotes New York Shoe Fair 


Price the Dominant Question at First National Spring- 
time Event — Large Attendance Views Almost 700 Ex- 
hibits at Four Metropolitan Hotels — Retailers Shop 
Around, Postponing Placing of Orders Until Later. 


evening. Both events were extremely well attended. 

Despite the lack of a widespread price cut, few manu- 
facturers experienced any serious resistance on the part 
of their dealers; although relatively small amount of 
actual business was written at the Fair, retailers looked 
and lined up shoes on which they expected to place 
orders later when salesmen made their regular trips, or 
ai coming regional shows. 

By Tuesday it was obvious that the show was not to 
he the buying event it has been in some former years. 
Manufacturers were willing to sell. Merchants were 
anxious to buy in many cases, but refrained for the 
to-them obvious reasons that prices were not at the level 
they had hoped to find them and that, even though 
wholesale reductions had been made, their inventory 
position was such as to make buying inadvisable. All 
this was aptly summed up by one manufacturer of well- 
styled, moderately priced shoes. “They look and ad- 
mire,” he reported. “Then they walk out saying: “We'll 
be seeing you a bit later.” 

Nevertheless, and despite the prevailing attitude of 
caution, there was business done—some of it in the 
hotels; some in the city sales offices centered mostly in 
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This photograph was taken at the luncheon meeting the first day of the Fair in the Grand Ballroom 
ef the Hotel Commodore. Featured speaker was Henry J. Taylor, well known com tator, auth 
and foreign correspondent, who spoke on the outlook at home and abroad. 














SCIENCE and ART 





At the first of the Shoe Clinics offered by The May Co., Los Angeles, Harry J. Evans was the 
speaker. Present were buyers and merchandise heads as well as shoe fitters. 


Harry J. Evans, Prominent West Coast Sales Representa- 

tive and President of the West Coast Shoe Travelers 

Associates, Conducts a Clinic for May Company Shoe 
Fitters, Buyers and Merchandise Heads. 


“Too many salespersons have overlooked the Golden 
Rule of the shoe business—fit others as you would like 
to be fitted yourself. Give your patrons the kind of 
fitting and service that you would like to receive your- 
self or that you would give your mother, sister, sweet- 
heart, or wife.” 

This point was emphasized by Harry J. Evans in the 
first of a series of sales clinics offered by the May Com- 
pany, Los Angeles, to its shoe fitters, buyers, and mer- 
chandise heads. Mr. Evans, who is the West Coast 
representative of Lockwedge Shoe Corp, and Field & 
Flint, spoke to the group on “Salesmanship or the Art 
of Selling Shoes.” 

Alan Shirek, divisional merchandise manager of 
women’s and children’s shoes in the May Company’s 
downtown Los Angeles and Wilshire stores, said that he 
chose Mr. Evans to initiate the series of clinics because 
he considers him one of the Coast’s outstanding shoe 
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men. Prior to serving in his present capacity, Mr. 
Evans worked as a shoe fitter in San Francisco and 
Los Angeles and established an all-time record for sales 
and call customers. 

Emphasizing the fact that the shoe department is the 
most important in the house, Mr. Evans pointed out 
that its shoe fitters can help to make or break a de- 
partment store. “Shoes are the only article of apparel 
that can directly affect the customer's health,” he said. 
“If a patron is misfitted, not only is his health en- 
dangered, but he may never enter the store again to 
buy so much as a hat or a pair of gloves.” For this rea- 
son the shoe fitter, more than any other salesperson, 
needs expert training in how to fit his merchandise 
correctly as well as in how to sell it. 

Illustrating his talk with lifelike 16 by 20-inch photo- 
graphs and by playing salesman to the employees, Mr. 
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The talk was illustrated by the use of blow-ups Mr. Evans plays salesman, here, while George P. O’Harro, assistant 

of photographs showing the right way to handle buyer, assumes the role of floorman to show how the salesman should 

a customer. Selling requires facts plus imagi- be introduced to the customer. Use of the customer's name a number 
nation, said Mr. Evans. of times during the sales transaction was emphasized. 





Mr. Evans at the fitting stool tries shoes on a customer. During the Mr. Evans, again as salesman, closes the sale 
course of the fitting process, he will find out much about her daily by presenting his card to Miss Nadine Adams, 
activities, likes and dislikes, facilitating choice of a suitable shoe. who plays the role of the customer. 
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SHOOTS A 


Two men, representing almost the 
entire shoe industry, chat amiably 
before the National Shoe Fair Lunch- 
eon at the Commodore: Lawrence B. 
Sheppard, left, president of the Na- 
tional Shoe Manufacturers Associa- 
tion, and Edward C. Orr, president, 
National Shoe Retailers Association. 


W. W. Stephenson, vice-president of the 
NSMA, and his daughter, Anne, full of 
pleasant recollections of a sumptuous Fair 
luncheon, radiate good humor while leav- 


ing the Commodore Grand Ballroom. 


Henry J. Taylor, right, foreign correspon- 
dent, author and commentator, whose talk 
on world politics and domestic economy 
galvanized an audience of some 1000 at the 
Commodore luncheon on the first day of 
the Fair, is shown shortly afterwards being 
congratulated by Harold Quimby, popular 
and genial secretary of the NSM A. 


George Gayou, left, manager of the Chi- 
cago National Shoe Fair, stresses manually 
what appears to be an amusing bit of in- 
formation, for the benefit of Michael 
Murphy, center, Krupp & Tuffly, Houston, 
Texas, a director of the NSRA; and Weir 
Stewart, Marshall, Meadows & Stewart. 
Auburn, N. Y., a director of the NSMA. 














Charles Holt, manager of the New York 
National Shoe Fair, goes over a few last 
minute details on Monday of the Fair. 
After a,several-months-long siege in his 
Hotel New Yorker office, arranging, com- 
piling, and revising lists of exhibitors, etc., 
Mr. Holt found the Fair itself, compara- 
tively speaking, a rather serene event. 








Lee Langston, executive vice-president of the NSRA, 
gives some advice to a secretary at the registration 
desk at the Commodore early on the first day of the 
Fair. With him is his assistant, Mrs. Thelma Hen- 
nessey. In the background, dispensing instruction, is 
Myrtle Nicholas, who supervised the registration 
secretaries at all of the four hotels. 


A group of BOOT AND SHOE RECORDER repre- 
sentatives and shoe men gathered in the Recorder 
room in the Commodore on Monday morning. Left to 
right: E. B. Terhune, Jr., advertising manager of the 
Recorder; Robert Marcus, Recorder circulation man- 
ager; Everit B. Terhune, president of the Recorder; 
S. C. Gold, of Kaufman-Strauss, Kentucky; Joseph H. 
Wolach, of Crews-Beggs, Pueblo, Colorado; Gene 
Hardy, of the Washington Recorder staff; Terry Mc- 
Donald, advertising assistant in Chicago; and Owen 
Thomas, Recorder research editor. 














Below: This Walk-Over Shoe Store front is 
typical of that of a number of Memphis 
retail shoe establishments. Right: The main 
shoe salon at Lowenstein’s department store. 
is modern and inviting in appearance. 


Below: Jack Tucker, assistant shoe buyer at Goldsmith's, 
Memphis department store, shows a new shoe style to an 
interested customer. 
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THEY are selling shoes in Memphis, 
Tenn., today, but it is no longer an 
easy thing to do; there’s plenty of 
price resistance and complaints 
about quality, and there are plenty 
of customers just not coming into the 
stores. 

“We can’t kick too much about 
business because we're still doing all 
right,” one chain store manager told 
us. “Even though sales have drop- 
ped off and the home office is kick- 
ing, we're still ahead of last year. 
But the last few weeks have set me 
to wondering what’s ahead; people 
are getting plenty fussy now!” 

There was a noticeable pick-up, 
however, when we were there in 
March just before the Easter buying 
period. Most shoe men attributed 
the business spurt to Easter, were 
very doubtful that Spring and Sum- 





There's Plenty of Shoe Business to Be Had in 
Memphis, Tenn., Gateway to the Mid-South, 
if Retailers Go After It in the Right Way. 
Service Rated Outstanding Factor in Suc- 
cessful Merchandising in This Busy City. 


by ERNEST W. FAIR 


Third in a series of articles on re- 
tail shoe operations in a number of 


typical American cities. 


mer would see any new business rec- 
ords set there. 

There’s nothing wrong with Mem- 
phis shoe people; they are wide 
awake and aggressive merchants do- 
ing their utmost to sell the merchan- 
dise they have. There were plenty 
of reasons for the decline in buying 
since the first of the year, and there 





D. O. Ballard, shoe buyer at 
Bry’s, talks about one of the 
shoes he has on display. 


were an equal number of explana- 
tions. 

Our survey revealed three factors 
mentioned by the majority of shoe 
men: 1) Memphis men and women 
still have money to spend, but they 
are spending it more carefully today 
than they did in January. 2) They 
are protesting about current prices 
and talking more about the quality 
they are receiving in higher priced 









> 









. 
mai © 


oe 




































The women’s and children’s shoe 

department at Bry’s, another de- 

partment store, offers comfort- 

able surroundings in which to 
make purchases. 


shoes than in medium priced ranges. 
3) They are demanding more ser- 
vice than they have requested for 
several years. 

Memphis is the gateway to the 
Mid-South area, and does an enor- 
mous jobbing and wholesale business 
for Western Tennessee, Eastern 
Arkansas and Northern Mississippi. 
In addition, the industrial area of 
Memphis proper has been almost 
completely converted from an enor- 
mous wartime production to full 
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J. B. Boswell, buyer for Gerber’s, 
believes in regular staff meetings 
at which selling problems are 


discussed in conference. 
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MEET The 


| f MASTER-MAKERS - 
OF SKI BOOTS AND WALKING SHOES 





by JOHN REILLY 


Ardent mouritain climbers, hikers and 
skiers themselves, the Limmers’ knowl- 
edge of good boots is first hand. 


(), ski trains, at every after-ski get-together 
before an open fireplace, on the slopes of 
Cannon Mountain and Pico, the whole ski 
season long, one name seemed to be on every 
skier’s lips. “Peter Limmer” was the name. 
Always mentioned with praise, it was often 
mentioned with deep awe and admiration. 
“Who is Peter Limmer?” A handsome ski 
professional? Inventor of a new skiing tech- 
nique? Perhaps, a new foreign movie star? 
No! Peter is a shoemaker, a simple man, a 
builder of honest ski boots and walking shoes; 
a worker at the bench and.a plier of the 
“ancient and honorable craft.” Yet, Peter 
Limmer and the ski boots he makes have 
caught the imagination of good skiers every- 
where, particularly the more active and ener- 
getic youngsters. ~. 
As a shoe man you should meet Peter, and 





. ahie From Vachendorf in Bavaria, scene of his boy- 
learn to know him well, but it is reasonably hood and apprenticeship, Peter Limmer received 


certain that you never will. For, if you were a master’s certificate from his Guild. 





Pride in their job and the fine work they do is evident in the Limmers’ smiles, truly a happy shoe family. 


fortunate enough to be selling the shoes that 
Peter makes, your customers would be anxi 
ously awaiting your next shipment from his 
tiny shop. Peter, you will be surprised to 
learn, will never compete with any other ski 
boot manufacturer seriously, because Peter 
is sold on one idea. He is determined to make 


the best ski boots, mountain climbing and 


walking boots in America, and strictly be- 
tween shoe men, he comes pretty close to ac- 


complishing just that. Peter does not want 
[TURN TO PAGE 94, PLEASE] 


Beautiful in detail and workman- 
ship, Peter Limmer’s ski boots 
and walking shoes have won in- 
ternational fame by leading skiers, 


hikers and mountain climbers. 


Mother Limmer cuts and stitches 
the boot uppers and lowers them 
in a tiny dumb waiter to be lasted 
and bottomed by her husband and 
their two shoemaker sons. 








ditorial outlook 


Progress Toward Shoe Stability 


THE most important results of the recent National Shoe 
Fair in New York—like those of the Moscow Confer- 
ence—were the ones that were least tangible. But they 
were none the less real on that account. In neither 
case did actual accomplishments, in terms of business 
transacted, signed and sealed on the dotted line, mea- 
sure up to hopes or expectations. But issues were clari- 
fied, problems were better understood and there is every 
reason to believe that the viewpoints of the parties were 
brought closer to one another. From this standpoint, 
if from no other, the Shoe Fair can be counted a suc- 
cess. It produced progress toward stability. 

The Shoe Fair did, of course, produce results more 
measurable than that. The total volume of orders 
placed or in sure prospect, would add up to a figure 
well worth while. Attendance, which was conceded to 
be disappointing at the opening, swelled gradually as 
the show went on. It didn’t assume record proportions, 
or equal some of the Chicago fairs, but there were a 
number of reasons for that. As a shoe fair town, 
Chicago holds a more strategic position, has a more 
convenient hotel setup. Somehow a Spring show doesn’t 
seem to pack the same punch, anyway, as a fair held 
in the Fall, when harvest days are over. 

But beyond all that was the fact that retailers, by 
and large, were not in a buying mood as they have 
been in recent years. Retail inventories have crept up; 
that picture has changed very materially since last 
October. Today the job to be done is a selling job, 
and apparently a good many merchants figured it was 
good business to stay in their stores and do it. The 
need for merchandise isn’t so pressing as it was and 
today’s price levels have got a lot of merchants guess- 
ing. Apparently they figured they’d wait a little longer 
rather than guess wrong. 

This Shoe Fair differed from all of its predecessors 
in that the interest of everybody was focused primarily 
on price. That was to be expected in view of the situa- 
tion that has developed, and it wasn’t to be expected 
that all of the doubts and uncertainties on the score of 
price could be resolved at a four days’ fair. But we 
believe some progress was made and some results. in- 
tangible but by no means negligible, were achieved. 

Some manufacturers offered some of their shoes at 
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lower prices, but the reductions were moderate and for 
the most part limited to certain lines or certain shoes. 
In general, the shoe price structure thus far has stood 
firm in the face of all the pressure and publicity; there 
have been adjustments and corrections, but on the 
whole, price levels have changed very little. RECORDER 
adheres to the belief expressed at the beginning of the 
recent price flurry that relatively high shoe prices will 
be with us for some time to come. 

The financial editor of the New York Times summed 
up the situation pretty accurately when he observed: 
“Pressure to get prices lower is meeting with indifferent 
success. Retailers are urging manufacturers to start 
the trend; they, in turn, say it must begin with raw 
materials and labor costs; labor states that the high 
profit margin must be cut. It is a circle of economic 
pressure that will be broken only when production 
overtakes demand, inventories become topheavy and 
commodity prices break along a broad front.” 

This comment referred to prices in general, but it 
seems specially applicable to shoes. The pressure started 
with the public after shoe prices had sharply advanced; 
retailers are now applying it at the manufacturing level. 
It can be made effective when production fully over- 
takes demand, “when inventories become topheavy and 
commodity prices break along a broad front.” But 
who really wants that? 

Perhaps the discussion and widespread publicity may 
accomplish something constructive by halting an infla- 
tionary spiral that would otherwise lead to a really 
disastrous break in prices, followed by unemployment 
and depression. Perhaps moderate shoe price adjust- 
ments now might prove stimulating at the retail level 
and thus contribute to the maintenance of production, 
profits and payrolls. 

Shoe people, whether they are manufacturers or mer- 
chants, expect to deal honestly and fairly with the pub- 
lic. At the same time, they feel they are entitled to 
retain a reasonable part of the legitimate gains the 
industry has made through a price level more in keep- 
ing with the service the shoe trade renders. Most other 
industries, and labor likewise, share the same viewpoint. 

The American people will continue to need shoes as 
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buy, and buy again. 


DEWEY ano ALMY 
CHEMICAL COMPANY 


CAMBRIDGE 40, MASS. 
MONTREAL 32, CANADA 
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How to Combine Toe Style and Toe Comfort 


For toe freedom—like walking on clouds—use Celastic box toe 


material. There's a three-in-one union of box toe doubler and 
lining—that keeps linings sag-free, wrinkle-free. 
Keep toe styles smart—use Celastic to reproduce accurately the toe lines of the last. 
Both toe comfort and style are a step ahead with Celastic. 


Bee Toes 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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EVALINE SAYS — “Cuality is 


Remember, women love Evans Quality Kidskin! 
They simply dote on its beauty, femininity and flattery when you sell them shoes of Evans 


Kid. If you want to build up your sales to women, have plenty of quality shoes made of 
quality leathers such as. . .« 


RUBY (black) KID EVANETTE — Black Suede 
PEERLESS WHITE and COLORED KID CARA and BROGANDI — Distinctive Grains 


They're all y Li é 


JOHN BRB. EVANS & COMPANY, CAMBEN, NEW JERSEY 








Your customers will have even more wonderful vacations if you make 
certain they go off freshly equipped with smart new Oompbhies. For there’s no 
better relaxation than slipping a foot into OOMPHIES, and just letting that famous cushion 
sole take over. Use your advertising, your promotions, your displays—tell them once, 
tell them twice, tell them three times over—that wherever they vacation— 
fishing cabin, country cottage, dude ranch, summer resort or 
city hotel— you have the Oomphies they'll {nN Cc- 
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want fo take along. 


oom? 137 Varick St., New York 13, N. Ye 
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... and it’s one of the reasons why the soles of Compo shoes are on to stay. 
The Compo Sole Cementer is designed to extrude at a pre-determined rate an even 
coating of Compo cement on the roughed marginal area of outsoles. The adjustments are 
simple, and a minimum amount of time is required to instruct new operators . . . The Sole Cementer, like every 
Compo machine, is a specialist, performing its individual operation in the making of Compo shoes with the speed and 
precision that makes the manufacture of shoes by the Compo process so satisfactory and so profitable. 


COMPO SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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FALL STYLES RIDE HIGH 


& recent National Shoe Fair was an extremely inter- 
esting event from a fashion point of view. It was both a 
presentation of a wealth of important new fashion trends 
and an endorsement of trends born at the last show. 

The outstanding trend is in silhouette, as high-riding pat- 
terns take a leading position. This high, masked look is 
achieved in many ways, the most extreme a dramatic boot 
effect. Some of this type are actually ankle-high boots, 
others cover the instep and bare the heel unexpectedly, and 
some even have an open toe or shank. High-riding fronts on 
many dressy shoes have cutout designs or scalloped, pointed 
or squared toplines, often piped. Spat effects look smart on 
high-riding shoes and, like other patterns of this rising sil- 
houette, are often elasticized. 

Straps also ride high on new Fall shoes. The vertical line 
of the T-strap is just what fashion ordered. Double straps 
ride high over the ankle, and ankle straps are seen not only 
on sandals but also on closed shoes. Sabots are smarter than 
ever, and the spectator strap also makes a bid for new and 
greater popularity in the walking shoe class. Though per- 
haps the oldest, dainty narrow straps crossing the instep 
look newest among strapped patterns and convey a fine, 
ladylike feeling. 

The oxford is another ageless pattern which has this air 
of smart refinement, thanks to new handling. The significant 


Representing types seen at the Fair, top te bottom: Boot 
type, baring heel, satin collar and platform trim on suede, 
slim high heel. Scalloped, stitched high-riding vamp, closed 
toe with platform. Buckled strap with kiltie tongue. high- 
riding, squared sole. Sabot, stitched polished calf, squared 
toe and extension sole, leather heel. Refined, dressy oxford, 
rising front, walled last, lightweight calf or kid. 











National Fair Introduces Many Trends; High- 
Riding Patterns Predominate. Boots, Pumps, 
Oxfords Stand Out. New Varity in Straps. 
Buttons, Buckles and Fine Details Important. 


oxford for Fall is one of dressy simplicity. It may be 
smooth kidskin, lightweight calf or suede, and is untrimmed 
except, perhaps, for contrasting piping. The oxford, too, 
may rise to new heights at the front, dipping at the side. 
Ties are used effectively on opened-up patterns, and side ties 
are good on both flats and high-heeled shoes, casual and 
dressy types. ; 

The patterns already discussed have appeared both in 
all-closed and opened-up versions. The simple pump con- 
tinues to do the same, the closed look more important fash- 
ion-wise, while sling backs and open toes continue in volume. 
Elasticizing is used to line the throat of closed pumps, and 
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Top to bottom at right: High heeled baby toe pump takes 
double ankle strap. Open vamp with criss-cross strips of 
contrasting surface. Flat untrimmed pump, base for many 
variations, also made on wedge. Qpen-closed combination 
featuring dainty narrow instep strap. Top leit: Two tones 
of color in suede, side-draped to simulate ornament over 
vamp opening. Bottom left: Spat in two tones, suede and 
smooth, pearl buttons, piped scalloping. 














ee Twelve Month SEASON 


Wars merchants say that slippers are seasonal items 
they invariably mean just one season—Christmas. They 
may add that they always run a slipper ad for Mother's 
Day and perhaps another ad in connection with a June 
bridal promotion. Otherwise, the slipper department 
just exists from December 26th until sometime the fol- 
lowing Fall when shopping begins for the next Christ- 
mas season. There is, naturally, some business all along 
throughout the year, but seldom enough to speak of 
and often little enough to worry about. 

On the other hand, when progressive merchants and 
particularly some clear-thinking slipper manufacturers 
say that slippers are seasonal, they speak of all seasons 
throughout the year. These men have realized that a 
reorganization is necessary in a field which is suffering 








the inevitable lull that follows a boom. Moreover, they 
are doing something about such a reorganization pro- 
gram, and are setting an example which the entire in- 
dustry would do well to follow. 

In speaking of seasonal slippers let us first consider 
the intrinsic character of the merchandise. Certainly 
there are slippers in every stock which are rightly called 
staples and are the daily bread-and-butter of the de- 
partment. These are the scuff, which most merchants 
consider their sales leader, and the d'Orsay. Usually 
they are serviceable leather slippers, although satin is 
a staple fabric in some stores. Whatever the fabric or 
pattern, it is a slipper chosen for its everyday wear- 
ability. 

There is another slipper which should be stocked as 
a staple in every department. This is a flat, compact, 
lightweight slipper which will take up a minimum of 
suitcase space. As travel takes a new place in your 
customer's everyday living such a slipper becomes in- 
creasingly important. It is also an excellent promo- 
tional item for any season of the year. 

Completing the picture are slippers which are selected 
for their fashion value—mules, scuffs, booties and so 
on, in rich fabrics, embroideries, shearling and various 
novelty materials. Although these types are bought 
right along by customers filling particular needs, many 
of them are largely promotional items and some are 
salable only at certain times of the year. 
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Year-Long Seasonal Planning Boon to 
Slipper Sales. Brand Names Selling 
Aids. Travel Slipper Becomes Staple 
Item. Frequent Promotion, Display, Sug- 
gestive Selling Needed. 


by ELINOR FOX 


Clare Potter lounging costume of two distinct 
elements that will be as successful alone as 
they are together: cherry red wool jersey coat 
and pale blue hand-painted rayon pajama. 
Photograph courtesy The New York Times. 
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Top to bottom, left 
hand columa: 


Fleece-backed satin 
boot.,gored back, soft 
leather sole, folds flat 
in its own traveling 
case. Oomphies by La 
Marquise footwear. 


Multicolored sequins 
hand-embroidered on 
satin; 18/8 wedge, felt 
innersole. Gustinette 
by Gustin Guild-Rest. 


Lace ruffles cover satin 
base of a most fem- 
inine mule. Black or 
white, medium heel. 
Eileen by Groves. 


Top to bottom, right 
hand column: 


Glamour that goes in 
a suitcase, elasticized 
sling on bunny cuffed 
satin of novel weave. 
Keay Karzmar Casuals. 


Satin “Teatime,” bares 
foot at the side, re 
peats asymmetry in 
vamp. Halj-inch 
spongerubber plat- 
form, 12/8 heel. Risqué 
by Monogram. 


Globe-rotting slippers, 
soft, simple, packable. 
Velveteen with satin 
bow, soft leather sole, 
spring heel. Daniel 


Green Company. 


Embo Casual Faoot- 


wear Company. 

















Store Adds 


Shoe 


Related Departments 


IT has become trite’to speak of an enterprise as “start- 
ed on a shoestring,” but when it is said that an enter- 
prise was “begun in a shoe store,” the matter leaves the 
literary realm and emerges a singular object of atten- 
tion in the business world. 

In 1911, the late C. J. Crego founded a shoe store in 
Harrisburg, Pa. Several months ago, C. J. Crego & 
Son, having added in 1940 custom clothing and fur- 
nishings to well-developed men’s and women’s shoe 
departments, reopened at Walnut and Second Streets, 
with a new sportswear shop for men and an enlarged 
accessories center for women. The new, larger (an 
adjoining storeroom had been acquired) Crego’s boast- 
ed an expanded air-conditioning system, new carpeting 
and decoration, as well as the increased shopping facili- 
ties. In brief, the former shoe store had become a style 
salon for men and women. 

The women’s center was doubled to extend the entire 
length of the store, and the new men’s sportswear shop 
occupied the remainder of the additional space not de- 
voted to offices and stockrooms. The men’s shoe depart- 
ment has been redone in tartan plaid. 

For the reopening the exterior of the store received 
new paint, new pavement, new awnings. and a remod- 
eled entrance. 

Customers who heretofore had found satisfaction in 
Crego’s shoes now have seven departments in which to 

[TURN TO PAGE 98, PLEASE] 
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The women’s shoe department 

at Crego’s after the recent en- 

largement of the accessories 

shopping center, a part of which 

may be seen at the far end of 
the shoe department. 















Above is the men’s shoe depart- 
ment. The keynote is simplic- 
ity and practicality, with full 
illumination and easily acces- 
sible stock. Below is a close-up 
of the newly built section of 
accessories center. 
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COLORFUL 


From basic black to brilliant green, 

Colonial Patent colors are from Fashion’s 

palette . . . keyed to costume colors . . . right for important 

accessories. Make your colorful shoes of Colonial Patent and you'll always 


have the shoes that are most in demand. Write today for color samples of Colonial Patent. 


COLONIAL TANNING COMPANY, Ine., Boston I!1, Massachusetts 
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Successful Salesmanship Demands a Keen, Intelligent 
Study of Human Nature, and a Cross Section of the 
Average Shoe Store's Clientele Will Disclose All Kinds. 


Sales Manager for Appliance Products 


by H. J. SAILOR 


Division of the Trimfoot Company. 


MOST definitions of salesmanship 
are to some extent predicated upon 
the particular sales application en- 
tailed. Rather than review any num- 
ber of excellent definitions here, it 
will be more to our purpose, I be- 
lieve, to dissect the mechanics of a 
sale, for the hasic principles of sell- 
ing, as opposed to any given defi- 
nition, may be applied to any field 
of sales endeavor. 

We have seen previously that a 
thorough product knowledge is es- 
sential to successful selling. Of 
equal importance, however, is a 
knowledge of your potential market 
and those customers who comprise 
it. Have you ever attempted to 
classify mentally the average shop- 
per who enters your door? Each is 
a potential customer, but let’s take 
just a moment to analyze a few of 
them in order to ascertain how a 
given sales procedure can apply to 
each in order to sell them and resell 
them on your shoes and services. 

Some people have never had any 
trouble buying shoes. Their feet 
are in good shape and they're quite 
apt to find satisfaction anywhere. 
They are the most difficult to nail 
down as regulars. Give them prop- 
er fit, good styling, and above all 
service. Make yourself a part of the 
package, for customers like these 
like to return to salespeople who 
know their business, and you'll have 
to stand head and shoulders above 
the crowd to impress them with the 
fact that you do. 

Another type can be recognized 
by the hopeful look on their faces. 
They've bought shoes elsewhere but 
haven’t quite found the comfort 
they had expected. They're hoping 


that perhaps you can help them, and 
you can. Here’s an opportunity to 
be a good listener. Determine each 
of these customer’s individual re- 
quirements. Before you can make 
a definite recommendation, you 
must know what the customer has 


take their problems lightly. Convey 
the impression that their time is 
your own. Never indicate that 
theirs may be an old story and that 
you're anxious to turn them out as 
rapidly as possible, for they will be 


your most loyal customers once you 


Size-Up Your Customers 


as Well as 


Their Feet! 


in mind. A sincere interest in his 
problems places you both on a 
more friendly basis, it impresses 
the customer with the fact that 
you're interested in his needs, and 
this builds confidence. In the final 
analysis, however, fit, style and sin- 
cere service are again your watch- 
words. 

An endless search for shoes they 
can wear in comfort has given an- 
other group a certain resigned air. 
A faint ray of hope remains, how- 
ever, and that’s why they have come 
to your store. Whether they blame 
their shoes for their discomfort or 
not, they need the advice and the 
help you should be equipped to pro- 
vide. It is your job to impress these 
customers with your knowledge and 
your sincerity of purpose. Do not 


have demonstrated to them what fit 
and foot comfort really mean. 

Watch out for the customer who 
receives your suggestions in frigid 
silence or shrugs them off. If you 
can get her into a pair of sensible 
shoes with the proper fit and “feel,” 
youll find that she will probably 
espouse your cause with a near 
fanatical fervor. Display more 
than a superficial interest in her 
likes and dislikes. Stress quality 
rather than price, and remember, 
this type above all others will test 
your knowledge and your ability to 
sell. 

So you have them—a cross-sec- 
tion of your shopping public. Thou- 
sands like them provide you with 
real opportunities to increase your 

(TURN TO PAGE 110, PLEASE) 
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@ Here's your Fortune program for Fall, 

‘47. . .and here's what it will do for you: 

Seven full page, full color ads in Collier's 

and True—ads thet will pre-sell the men of 

your community on the style, value and fit 

of your brand. . .ads that will urge them to go 

to your store for their Fortunes. @ Full color 

window panels (a choice of Regular and De Luxe) 
.and a dynamic window display set—professional 

window promotions that will make your prospects 

stop, look and enter! @ Interest-arousing 


interior displayer—a displayer that will keep 


your potential customers happily busy while 


waiting their turn at your fitting bench 


VHMPRC @ A complete new line of Fortune Shoes 


SHOES FOR MEN : 
a line with a sales-clinching style for every 


age from teen age through retirement. @ And 
best of all, a line that will give you a ‘‘price 

edge over your competitors—the only line 

of moderately-priced mens shoes backed by years 


of consistent national advertising. @ For 


full details of the program—your “profit program 


for Fall—wait for your Fortune salesman. Hell 


be contacting you soon. 
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NOW, TOBER-SAIFER OFFERS YOU A NEW LINE 











An exclusive me isi 
identification on all Melody 
shoes. National advertising 
will tell your customers to 


look for this ’ 
for this feature TOB! 





82 Boot and Shoe Recorder 













VE 


MEMO. 


* A name slanted at the teen-age market ® A typical Tober-Saifer value . . . pace set- 
ting style and quality 








® Tailored to overcome current consumer 













price resistance ® All leather welt construction 
* National Advertising and Merchandising * A complete line, classics to high fashion 
Here is today’s hottest line! A new name, a new of Tober-Saifer’s nationally-accepted Jolene and 
standard of value . . . a whole new concept of Victoria Cross shoes. Melody will carry on in 
TEEN-AGE footwear merchandising! It’s exactly this same tradition. Only fine leathers, hand- 
the line you've asked for. selected and sorted, are used. Soles are cut from 
Melody is a quality controlled line of all leather bends exclusively. Close quality control, at the 
welts which completely covers your teen-age needs. manufacturing level, assures you a constant value 
Its style leads the youthful fashion field. Its you'll be proud to sell: 
pricing helps you meet the rising consumer de- The greatest merchandising and advertising 
mand for good, moderately-priced shoes! It’s your campaign in Tober-Saifer history will back this 
line, built to your specifications. new line. Get on the Melody band wagon! Order 
You’re familiar with the high value standards through your Tober-Saifer salesman NOW! 


6 
», fo retail at 










TOBER-SAIFER SHOE MANUFACTURING COMPANY, ST. LOUIS 
JOLENE, VICTORIA CROSS, and NOW... 
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PERFECTION IN LEATHER TANNING BY 


HUEPING 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Leen of te Mele Trade 


SAN FRANCISCO STORES 
REPORT SALES DROP 


RETAIL sales in the San Francisco 
area for most of April were down from 
10 to 14 per cent from a year ago. The 
first week of the month was good but 
the following weeks showed a steady 
decline compared with a year ago. 
This falling off, however, is attributed 
to the fact that last year Easter came 
ithe third Sunday in April, while this 
year it was two weeks earlier, and the 
present decline is the natural after- 
Easter slump. An encouraging factor 
is the report that total sales for the 
year to date are about ten per cent 
over the first eleven weeks of last 
year. 

Shoe merchants report that Easter 
business was good but that sales totals 
were not as high as had been expected. 
Inventories are heavier and stocks are 
more complete than they have been for 
a long time. 

Immediately after Easter many of 
the leading shoe merchants held clear- 
ance sales to move from their shelves 
the short lines, odds and ends and 
some novelty numbers. Typical of the 
price reductions was Roos Brothers’ 
women’s shoe shop sale of 800 pairs 
ef calfskins, patents, reptiles, gabar- 
dines and suedes. These were divided 
into four groups priced at $4, $6, $8, 
and $15, and represented a reduction 
of from 33 1/3 per cent up to 50 per 
cent of the pre-Easter price. Similar 
sales were held by most of the other 
leading stores. 


The sales emphasis is now turning | 


to Summer footwear, with the sales 
spotlight shared by both whites and 
the colorful dress shoes. 

The Emporium is featuring a full 
line of white including low heel flats. 
loafers, saddle oxfords, medium high 
heel pumps, and high French heel 
dress numbers in both all-white and 
white and brown combinations. 

Hasting’s are showing white and 
plue yachting shoes along with other 
sportswear. In the better dress shoes 
Ransonhoff’s showing of colorful rep- 
tiles in red, navy, brown and black 
at $24.95 is typical of the local trend. 

Merchants are not united on just 
what action to take in answer to Presi- 
dent Truman’s appeal for lowered 
prices, but all seem to agree that they 
will be glad to cut their margins as 
closely as possible. No deep reduc- 
tions are expected, however, unless 
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there is a drop in the wholesalers’ and 


manufacturers’ prices also. 
= = = 


DENVER SALES OFF SLIGHTLY 


DENVER’s shoe business has slump- 
ed slightly following the busiest pre- 
Easter business in years. 

One shoe dealer located in a South 
Denver business district reported, “We 
find business holding up very well. In 
fact, it is better than we expected. We 
have nothing to complain about. Our 
Easter business was the best ever dont 
by our store.” 

From the manager of a shop special- 
izing in some of the highest priced 
enoes comes the report that people are 
becoming sport shoe conscious, the 
store has such a small number of sport 
shoes that many customers will be 
disappointed. They are, however, play- 
ing up what shoes they have by giving 
them prominent display in windows 
and inside the store. 

Another store reports that customers 
are scarce. “We have a good line of 
shoes, all except sport shoes, we ad- 
vertise as much as the rest of them, 
we try to feature the best and most at- 
tractive shoe displays in our windows 
and inside the store, but customers are 
not as plentiful as they should be at 
this time of the year. Easter buying 








was very good; much better than aver- 
age.” 

One of the smaller shoe shops re- 
ports business down over last month, 
up over last year. “We are not dis- 
turbed at the trend sales have taken. 
They always slack off after Easter. 
People want shoes to go with their 
new suits and dresses, then they natu- 
rally lay off until they start thinking 
about Summer work and play shoes.” 

With the increase in their stocks, 
response in other stores was similar 
to those above. There is a greater in- 
terest in advertising. Steady adver- 
tisers are looking for new and better 
ways of winning business. Small and 
large places that have not advertised 
are also seeking media in which they 
can get the best possible dollar return 
ou money invested. 

Work shoes are selling in increasing 
numbers as men who work out of doors 
are swinging into renewed activity. A 
good many city dwellers are buying 
heavy work shoes for working around 
the yards and gardens. A greater num- 
ber of people have moved into new 
homes and out into the country or the 
suburbs and are working up new 
gardens. They, too, are heavy buyers 
of work shoes. 

Summing it all up, Denver shoe 
stores are enjoying better business the 
first part of this year than they have 


for a good number of years. 
= * * 


ST. LOUIS CUSTOMERS 
WANT OPEN TYPES 


As ST. LOUIS buyers departed for 
the National Shoe Fair, many of them 
expressed a belief that closed-up shoes 
would be style leaders in the Fal] foot- 
wear picture, with demand heavy for 
blacks, followed to a lesser degree by 
brown. Other dark shades such as 
greens and reds also are anticipated 
by some buyers to rank high in the 
wants of feminine shoppers. 

Despite the trend to closed footwear. 
however, buyers report that St. Louis 
women stil] prefer open shoes, espe- 
cially sling pumps with open toes. 
Another oddity currently making it- 
self known in the St. Louis market has 
been a resurgence of the demand for 
platforms. This is explained by some 
shoe men as resulting from a “natural” 
desire of the consumer to want that 
which is in scarce supply. Stocks 
gradually have been reduced on plat- 
forms following the period when the 
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type originally began to hit the skids. 

Meanwhile shoe department sales 
have continued to be dampened by 
rainy weather and day-to-day vagarie= 
of the thermometer, making impos- 
sible an accurate calculation of what 
a normal April would have produced 
in sales volume. While the weather 
thus curtailed sales of Spring foot- 
wear during the latter period of the 
Spring selling season, it has provided 
shoe departments with needed time to 
receive stocks of Summer footwear. 

Despite a retarded Spring, however. 
buyers have anticipated no lowering of 
buying appropriations. But in accord 
with reduced unit volume pairage pur 
chases will necessarily be less due to 
increased wholesale prices of Fall lines 
vver a year ago. And with consumer 
selectivity showing no inclination to 
lessen, shoe retailers feel that prices 





must remain at present levels, or pos- 


sibly lower. 
oS 


LOW TEMPERATURES SLOW 
CHICAGO SALES 


Ir may be Spring on the calendar, but 
on the temperature chart, indications 
in Chicago veer toward the Wintry 
side. An intermittent balmy day may 
start a woman thinking about her 
Summer costumes when a sharp cold 
breeze springs up from the lake and 
the impulse to buy warm weather wear 
is literally gone with the wind. Stores 
have tried for some weeks to stimulate 
customer interest in Summer whites 
and two-tone spectators, but to date 
there has been only slight activity in 
these items. 

There have been a number of out- 
standing ads, particularly one of 
Field’s—six columns wide and full 
length of the page—depicting the 
large assortment this store has in 
whites and white combinations. O’Con- 
nor & Goldberg, The Fair, Carson's, 
as well as the popular price chains 
have repeatedly stressed Summer foot- 
wear. There is more variety in these 
than for many years, which should be 
a fashion temptation for the woman 
shopper. There are many interpreta- 
tions of the spectator pump, some with 
slingbacks, some with open toes, some 
with high-riding front seams, some 


_ SPECTATORS 


———— 


e O'CONNOR & GOLDBERG 


Attractive presentation of the popu- 

lar spectator for all-around Summer 

weer, by O'Connor & Goldberg, Chi- 
cago shoe retailer. 





with bow trims, in addition to the 
classic all-closed type. Although 
white suedes had been predicted as 
hard to get, the large stores have a 
good selection to offer. 

The play or leisure shoe, too, has 
come in for advertising attention. 
What could be interpreted as a straw 
in the wind of current customer re- 
sistance to high prices is the ad of 1. 
Miller featuring casual footwear of a 
well-known name at $7.95 and $8.95, 
prices far lower than this shop on 
Michigan Avenue has ever stressed at 
this time of year. 

Mandel’s repeated on their ad of 
“imported luxury shoes” at $11.95 and 
$14.95, reptiles as well as suedes and 
calfs, the prices announced as repre- 
senting “savings of 28 per cent to 54 
per cent.” Although there is consider- 
able assortment in these high-fashion 
types, customer response has been only 
fair. There is still a large demand for 
navy shoes, and most stores have not 
been able to carry enough variety in 
these to meet the general demand. 
Many women who might wish a qual- 
ity shoe in blue have been obliged to 
buy a less expensive style in order tc 
get the wanted color. Reptiles are in 
evidence in all window displays, usu- 
ally with bags to match, but sales are 
slow in these items. 

Once really warm weather arrives, 
it will be reflected in retail selling. 
and shoe men anticipate a rush for 
white when the mercury rises. If 
stocks are any indication, it should be 
a colorful footwear seasdn, for in two- 
tones, there are almost as many com- 


binations of red, navy and patent as 
there are of the classic russet. Red 
suedes and red calf also fill many 
shelves, and should also be in demand 
once seasonable weather is at hand. 
‘2-2 
NEW HAVEN BUSINESS 
DROPS CONSIDERABLY 


For the first time in 15 months, New 
Haven women’s shoe retailers have re- 
ported a month’s business substantial- 
ly below that of a year ago. April 
business, according to a survey among 
most retailers, was from 15 to 25 per 
cent off from figures of a year ago in 
dollar volume. 

Bad weather, early Easter and rising 
price resistance, aided by very heavy 
newspaper and radio publicity on 
price roll-backs, predictions of lower 
prices to come, were named as basic 
reasons for the drop-off in business. 

The radio and newspaper publicity 
on the Newburyport Plan and other 
price roll-back schemes has retailer 
and customer both hesitant about 
stocking up now. Retailers, who start- 
ed holding back on purchases of sub- 
stantial inventories when price jumps 
first started this year, are continuing 
with their hand-to-mouth buying, and 








with one exception in town are buying 
very lightly. 

The one exception, The Edward 
Caso Shoe Salon on Temple Street, 
which held a heavy inventory of high- 
er priced shoes, promoted a highly suc- 
cessful sale, moving 2,100 pairs of 
shoes in ten days, with price reduc- 
tions of fifty per cent and better. The 
Caso store is rebuilding its inventory 
on more diversified lines. 

Within the past month, the trend 
away from the open heel and open toe 
shoe has crystallized, and calls for the 
closed shoe have been reported as very 
heavy among middle and higher priced 
shoe merchants. The plain dressy calf- 
skin leads the buying parade in wo- 
men’s shoes, with blacks and colors 
dividing honors. 

In the men’s field, the after-Easter 
slump was a trifle heavier than in the 
women’s lines, with most of the blame 
laid to the advance in prices, and the 
hope of customers for substantial re 
ductions. 
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W. L. Douglas Shoe Co. 
Brockton 15, Mass. 


I om interested in the exclusive Douglas Franchise for my 
community. Please have your salesman coll at once with 
your complete Foll Merchandising Plon. GR Act 


May 15, 1947 
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Biggest men’s item was the all-white 
buckskin shoe, now back on the mar- 
ket in sizable numbers, but still selling 
almost as fast as received, so brisk is 
the demand in town. This particular 
pattern is a favorite with the young 
men who are studying at Yale; de- 
mand in previous months for this 
popular style was far ahead of supply. 
Only recently have the stores begun to 
receive any quantities of this shoe. 

Men’s retailers, to whom the cus- 
tomer reaction to increased price was 
more pronounced than in the women’s 
lines prior to Easter, are falling in 
with the thinking of the women’s shoe 
retailers and are holding back on 
building inventories. Sellers of men’s 
shoes have notified their sources ef 
their refusal to consider stocking shoes 
unless they meet specifications and can 
be retailed at prices which will meet 
customer acceptance and also earn 
normal mark-ups for the store. 

There have been a few markdowns 
in some of the men’s stores but no 


large scale promotions. 
* * cm 





= 
BOSTON SPRING BUYING 
SPORADIC 
SPRING buying in Boston’s shoe 
stores and shoe departments has re- 


verted to a pattern familiar to every 
merchant before the outbreak of the 


war. Business, they report with al- 
most complete unanimity, is sporadic. 
There may be an hour or two during 
the day, chiefly during the afternoon, 
when smaller stores are a bit more 
than comfortably busy and when fifty 
to sixty per cent of the chairs are 
occupied in the larger stores and de- 
partments. This is followed by an 
almost complete cessation of activity 
on the part of the buying public. 
Lowered prices, provided the shoes 
are of a type which makes them de- 
sirable, invariably bring at least a 
short-lived buying spurt. Typical of 
this was a recent offering at the Jordan 
Marsh Co. department store of a rea! 
value in footwear of reptile leather. 
At more nearly regular prices, this 
store finds a fair demand for red ir 
play shoes and casual types; and in 
black leather dress and street shoes. 
In other stores, reduced prices are 


being stressed and there are rumors 
of “across-the-board” reductions of as 
much as 25 per cent to be announced 
later. 

Branded line shoes for women at 
Hovey’s, next door to the Jordan 
Marsh Co., and owned by the latter, 
were advertised at from $5.95 to $7.95, 
a considerable reduction. This sale, 
however, applied only to certain styles 
end was obviously designed to rid the 
store’s stocks of a limited number of 
pumps and sling-backs in black and 
brown with both low and medium 
Cuban heels. 

The Arlace store on Tremont Street, 
reports a fair volume of business on 
bright colored shoes for late Spring 
and Summer wear. Brown and white 
spectator pumps are said to have been 
outselling blue and white—both priced 
ut $7.95 and $8.95. Colored reptiles 
were priced at $12.95; and high color 
in smooth leathers, sandal types and 
flats, at around $7.00. 

Wilbar’s, nearby, have been offer- 
ing sling-back patterns with both low 
and medium heels in genuine lizard at 
$8.95. Colors are brown, red, black 
and blue. 

Kay’s-Newport, at the corner of Tre- 
mont and Boylston Streets, anticipat- 
ing the warmer weather to come, have 
been pushing high style red leather 
sling-backs with low heels and with 
perforated vamps at $9.95. These have 
closed toes. Open-toe models with 
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Daytime shoes in shiny black patent 
leather were shown in this fashion by 
Thayer, McNeil Company ia Boston. 


fringe-decorated foreparts were being 
offered at the same time for $3 more; 
and blue suede wedge heel pumps at 
$14.95. 

“There is still business to be had,” 
commented one successful merchant 
recently, “but you have to work lots 
harder to get it.” 

* = + 


CLEARANCE SALES FEATURED 
IN TWIN CITIES 


BorTH stores dealing in high style 
and those that draw from the more 
conservative in both style and price 
have been stressing huge clearance 
sales in St. Paul and Minneapolis. 
This is also true of children’s shoes. 

Response has been high with stores 
crowded for these offerings. Field- 
Schlick, St. Paul, offered 1080 pairs 
in the season’s popular fashions. Calf 
patent leather, suede, cobra, and 
lizard were included. Sale prices 
ranged from $6.95 to $20.95. 

The Emporium, St. Paul, offered 
1,000 pairs of branded shoes, origi- 
nally priced from $7.50 to $14.95 at a 
clearance sale price of $5. Schune- 
man’s offered five name brands at 
$5.85, with a selected group formerly 
priced at $18.95 for $8.85. 

There has been a trend toward gray 
suede to accompany Spring costumes 
Both sandals and sling pumps, with 
smart bow treatments in this color 
are in high demand. Chestnut brown, 


beige, and gray alligator lizards have 
also swung into popularity, although 
high color is still in strong demand in 
reptiles. 

Attention is being turned toward 
play shoes. Leading shoe men report 
that casual shoes of better quality 
are moving well. Some stores are 
adding casual hats to their casual 
shoe section stock and report ex- 
cellent results in double sales of shoes 
and matching hats. 

Patent leather is liked for dress, 
in sandal and sling pump styles. De- 
mand for open toes and heels con- 
tinues in dress shoes. 

Napier’s caught attention with a 
handsome spade-soled walking shoe in 
black calf and Army Russet calf, 
each stitched in white, selling at 
$16.95. 
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THEY’RE BACK! 


SWEETEN YOUR 
PROFITS WITH 


Sroneycomb | 


AN EXCLUSIVE TRIMFOOT DEVELOPMENT 


Honeycomb — the rubber tread of the Trimfoot “38" Metatarsal 
Insole — is back to help you provide real foot relief for your 
customers. The live rubber cells of the Honeycomb tread trap 
hundreds of tiny air bubbles that cushion each step to give 
airborne comfort. 

Ladies love ‘em. And why not! Trimfoot “38” slips easily into their 
daintiest shoes to relieve the discomforts of “high heel strain.” And 
Trimfoot “38” feels just as good in the heaviest he-man brogans. 


Best of all, Trimfoot “38" looks as comfortable as it feels. It sells on 
sight at $2.50 per pair. Half of that is clear profit to you, and 
your fitter makes a bonus on each sale, too. 


Write or wire Trimfoot today for a trial dozen pairs of the new 
Trimfoot “38." They cost you $15.00 — you sell them for $30.00. 
Address Appliance Products Division, Dept. 213A, 

Trimfoot Company, Farmington, Mo. 





RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Menfacteriing mt Markets 


St. Louis 


INDICATIONS are that wholesale prices of manufac- 
turers in the St. Louis area will remain more or less static, 
at least throughout the Summer months. Upward adjust- 
ments, however, have been made on some newly created 
styles and on shoes which feature extra ornamentation. 
Downward revision of wholesale prices, discussed prior to 
the opening of the National Shoe Fair by some producers 
in arriving at a price policy for Fall lines, did not mate- 
rialize. 

Probably a vital factor in these discussions was the 
establishment by the Brown Shoe Co. just before the Shoe 
Fair of a dollar lower retail price, from $9.95 to $8.95 for 
Airstep and Naturalizer women’s shoes, made possible by 
a reduction of wholesale prices by 40 cents a pair. Actual- 
ly, however, it would have been unlikely, industry spokes- 
men have stated, for a general downward revision to have 
followed these reductions of the Brown Shoe Co. for a num- 
ber of reasons. 

In the first place, manufacturers pointed out, the shoes 
reduced could not have been taken as an indication of the 
beginning of a trend since Hamilton, Scheu & Walsh Shoe 
Co. had previously reduced some of its Penaljo shoes 
from $9.95 to $8.95. Moreover, it was emphasized, price 
reductions were not logical in the face of high-priced 
leathers and increasing labor costs. 

Because production costs are substantially above current 
wholesale price levels, manufacturers can see no prospects 
for general reductions for several months. What direction 
the leather market will take during the Summer months is 
a question on which spokesmen steer clear of committing 
themselves. Periodic fluctuations from weakening to firm- 
ing tendencies, they maintain, are not positive indices of 
the level to which the market will descend or ascend by 
Autumn. And since Fall shoe prices are based on current 
quotations, the industry can see no possibility of a down- 
ward revision before Fall. 


Chicago 

CAUTION is the current by-word of the manufacturer 
just as it is the “buy-word” of the retail merchant. Since 
many a store finds itself with a surplus of footwear, all too 
frequently in the higher price brackets, the owner or man- 
ager waits to see which way consumer buying will veer be- 
fore making any important commitments with his supplier. 
Even though the average customer may have a larger in- 
come than ever before, his purchasing power is lessened 
because of the higher prices of most of the necessities of 
life. His dollar does not reach as far as a year ago and 
he is obviously retrenching wherever possible. All outer 
apparel items were the first to feel this reaction, and, of 
course, that included footwear. 


At a recent shoe retailers’ meeting, the men discussed 
prices, mark-up, the probable costs of shoes next season, 
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and what they thought those prices should be. One present, 
with a wide experience in shoe retailing, made a pertinent 
remark when he said, “You are all commenting on what 
you think shoes should cost and sell for. In the final 
analysis, ix is the customer who will dictate just what she 
will pay for shoes and we might as well face it.” At the 
present moment the customer is making clear what she 
will not pay for shoes, and that is the chief reason why 
there have been clearance sales and reduction sales, and 
why there still remain many high-priced pairs to be sold. 

There is evidence in the slaughter of cattle and also in 
the growth of herds that the coming year will see a more 
ample supply of hides. Many manufacturers believe this 
will bring about a lowering in leather prices, thus enabling 
the manufacturer to reduce his prices. Retailers comment 
that some shoemakers have raised their prices out of pro- 
portion to the increased costs of production. With this in 
mind, they are being extremely cautious in placing their 
orders for a new season. With continued retrenchment on 
the part of the consumer, plus greater availability of mate- 
rials, merchants believe that the supply of shoes will be 
more than adequate within the next few months. And once 
this happens, the law of supply and demand will assert 
itselfi—with the result that the manufacturer who asks a 
fair price for his product is the man who will do the busi- 
ness. However, it is not expected that costs will go back 
to prewar rates, but it is anticipated that there will be a 
tangible reduction: There has been an excess of shoe pro- 
duction over consumer purchasing thus far this year, and 
since many retailers find their inventories at high levels, 
they are now exercising extreme caution in planning for 
the Fall season. And the first footwear to reflect this pru- 
dence in buying is in the high-priced category. 

To stimulate the retailers’ interest, the manufacturer has 
recently offered at the National Shoe Fair a variety of new 
interpretations in styling, smart shoes and high fashion 
shoes. But the retailer is not so easily tempted to buy as 
during the war years. There are too many who still re- 
member the slump after World War I, who remember the 
terrific drop in prices. It is not a happy memory and they 
want no repetition if they can help it. 


Boston 


THoucH far from satisfied with the volume of business 
booked, New England shoe manufacturers who sell the in- 
dependent shoe stores and departments of the country, 
nevertheless returned from the National Shoe Fair in New 
York in a more comfortable frame of mind than they have 
been in for some time. They discussed with their cus- 
tomers, face to face, the various factors which they feel 
prevent a general price reduction at this time and con- 
vinced many of them that shoes must be bought soon if a 
satisfactory Fall business is to be done. The volume manu- 
facturers, of course, did somewhat better in the matter of 
selling. [TURN TO PAGE 102, PLEASE] 
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Caution Keynotes New York Shoe Fair 
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the Marbridge Building. The business 
went to those firms who, throughout the 
war, have managed to maintain quality 
in their branded lines and who, now 
that Summer is not far away, experi- 
enced comparatively little difficulty in 
persuading their merchant customers 
to accept their quotas for Fall selling. 
There was, also, sporadic buying of 
shoes for almost immediate delivery to 
be offered to the public over a period of 
the next three months. 

There were a scattered few exhibi- 
tors who shaved forty to fifty cents 
from their original asking prices, thus 
bringing them down about a dollar per 
pair at retail. Others, who had not put 
any very considerable increase into 
effect after decontrol, experimented 
with lowered prices with almost neg- 
ligible results. 

It was apparent throughout the four 
days of the show that what many mer- 
chants wanted in good grade shoes, 
were women’s styles to sell at $10.95 or 
less and in men’s at from $9 to $11. 
There exists, of course, a latent de- 
mand for even lower prices on staple 
and attractively styled shoes to be sold 
to the great mass of consumers who 
feel they cannot afford to pay $10 for 


shoes. 
Optimism Prevails 


Despite all of this, the prevailing 
feeling was one of optimism. The show 
gave to every factor in the trade an 
opportunity to foregather, discuss costs 
and map at least a tentative program 
which they feel will result in ironing 
out all the troubles which have beset 
the industry since public resistance to 
higher prices first became manifest. At 
the luncheon meeting, held on Monday, 
Lawrence Sheppard, president of the 
National Shoe Manufacturers’ Associa- 
tion, sounded the keynote of the Fair 
when he said, in his introductory ad- 
dress, “As a shoe manufacturer and a 
shoe retailer, I can read cost sheets and 
in my mind a firm hide market, a scar- 
city of desirable leathers, high rents and 
high wages in factories and stores do 
not add up to general price reductions.” 

Explaining the problems that con- 
front the industry today, Mr. Sheppard 
said, “Despite the pressure for and the 
publicity about lower prices, we must 
recognize that along with some defla- 
tionary pressures, we are faced with 
numerous inflationary influences in the 
shoe industry, in the United States, 
and in world conditions generally. . . . 
As a businessman, I recognize that the 
buying and selling of goods must be a 
continuing process, and all of us must 
face whatever risks are involved in 
preserving the steady flow of goods 
from the manufacturer to the con- 
sumer. 


92 





“Within the limits of economic con- 
ditions and business ingenuity,” he con- 
tinued, “it is the responsibility of the 
American shoe industry to give to the 
140 million people in this country what 
they want at prices they can afford to 
pay. I am convinced that consumers 
want today, more than anything else, 
proper value in whatever price range 
their purchases are made. The shoe 
industry already has narrowed its 
profit margins and will continue to do 
so in its determination to hold prices 
down and give the public maximum 
value for its shoe dollars. I am con- 
vinced also that the public wants new 
styles, new materials, and new treat- 
ments. In order to provide this new- 
ness and glamor, shoes must flow into 
the retail stores every day and every 
month. The shelf stocks and the fitting 
stool service must provide better selec- 
tion and better fit than we have been 
able to give during the past five years. 
There is no substitute for sizes and 
widths. Where value and wanted types 
are present, the shoe business is excep- 
tionally good, and it will remain good 
so long as we keep these two funda- 
mentals uppermost in our minds and 
in our operations.” 

Edward C. Orr, president of the Na- 
tional Shoe Retailers’ Association, 
joined Mr. Sheppard in weleoming visi- 
tors to the Shoe Fair and referred to a 
suggestion he had made in Chicago last 
October at. the Shoe Fair. At that time, 
the industry had demonstrated its abil- 
ity to produce 600,000,000 pairs of shoes 
per year. Since then, said Mr. Orr, 
“the impression has developed in some 
quarters that we actually predicted 
that that figure would be the normal 
annual production. I would like to 
clear up that misinterpretation and to 
repeat that we were talking about ca- 
pacity to produce and not what the de- 
mand would be. 


Must Create Demand for Shoes 


“Now, this ‘capacity to produce,’” he 
went on, “is the sword of Damocles 
that hangs over our collective heads. As 
long as we have that capacity, but do 
not create the demand for a reasonable 
percentage of that number of pairs, 
and consequently do not find a way to 
distribute that amount at reasonable 
prices we will tend towards a chaotic 
condition in the industry. 

“Any failure to get sold a reason- 
able percentage of that potential pro- 
duction will bring about any number 
of undesirable conditions, as exam- 
ples: Either all factories would neces- 
sarily be working on a part-time basis, 
or a goodly portion of the factories 
would face receivership or failure, 
creating a turmoil in the industry dur- 


ing the struggle to survive, or we would 
experience the return of the twice-year- 
ly periods when retail inventories must 
be liquidated, with the consequent slack 
periods for the manufacturer and we 
would see a definite drifting away from 
the so-much desired balanced produc- 
tion and distribution program.” 

To solve this problem, said Mr. Orr, 
a plan of public relations and sales 
promotion by the industry to increase 
the consumption of shoes has been pro- 
posed. As a preliminary step, a con- 
sumer and trade survey is being made 
of the entire industry by Elmo Roper 
and Associates, which will point up the 
direction such a program should take. 

Featured speaker at the luncheon 
meeting was Henry J. Taylor, radio 
commentator, author and foreign corre- 
spondent. Speaking on the subject, 
“Looking Ahead At Home and Abroad,” 
Mr. Taylor stressed first the necessity 
for a forthright, firm foreign policy and 
urged support of Secretary of State 
Marshall’s efforts in this direction. He 
emphasized the need for a strong mili- 
tary force, so that “the great throbbing 
Colossus of the West” should not find 
itself in a disadvantageous position in 
world affairs. He also strongly advo- 
cated reduction of government spend- 
ing and the lowering of taxes on busi- 
ness enterprise, so that America’s pro- 
ductivity and ingenuity could bring to 
the world at large a higher standard of 
living than has ever yet been experi- 
enced. 





Washington Newsreel 
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The Bureau of Labor Statistics has 
also revealed that average weekly earn- 
ings in the shoe and leather industries 
during February, 1947 had increased 
substantially over the last year. The 
average weekly earnings in the leather 
industry during February, 1947, were 
$49.65, an increase of 14.7 per cent over 
February, 1946. In the shoe manufac- 
turing industry the average weekly 
wage was $38.88, an increase of 8.7 
per cent. The average weekly hours in 
the leather industry declined 2.5 per 
cent over the same period. The decline 
in the shoe industry was 2 per cent. 
Average hourly earnings increased 17.4 
per cent and 11.9 per cent, respectively. 





Shoe Store Gets Charter 


JACKSONVILLE, Fita.—The Secretary 
of the State has issued a charter to 
Coral Shoe Stores, Inc., here, listing 
authorized capital stock at 100 shares 
of no par value. 
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Meet the Limmers—Master Makers of Boots 
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volume. He simply will not be rushed, 
nor will he permit the press of orders 
to hurry the work of his wife and his 
two stalwart sons, who complete his 
organization. 

My curiosity concerning Peter was 
aroused through the enthusiastic praise 
emphatically expressed by the son of a 
well known shoe man who first told us 
about him. “Peter,” he said (and 
everyone seems to call him by his first 
name) “has skiers in New England 
battling for every pair of boots he 
makes, lined up waiting their turn to 
be measured for ski boots. He keeps 
them waiting months and makes them 
like it. He can’t be rushed, and you 
can’t bribe him to make your boots in 
a hurry. He has a routine. You must 
wait until he gets around to your 
order. Then you get your boots, and 
hope that will be in time for next 
year’s skiing.” After which, my in- 
formant again launched into the kind 
of praise of Peter’s work, which, when 
it comes from a good skier and a boy 
who knows shoemaking and ski boot 
construction, constitutes pure rhapsody. 


No Publicity Wanted 


So, one afternoon, not long ago 
this young skier and I journeyed out 
to Jamaica Plains, a suburb of Boston, 
to meet Peter. “No sense making an 
appointment,” the young fellow said. 
“He'll never see see or even talk to 
you if he knows you’re coming. He 
hates publicity . . . thinks it brings 
him new customers.” 

We found Peter busily at work bot- 
toming a ski boot, with his two sons 
beside him, hard at work lasting, and 
introduced ourselves to him. If you 
were a casting director, seeking for a 
type to play the shoemaker, you need 
look no further than Peter Limmer. 
Peter might have stepped out of the 
Oberammergau Players Group. Nearly 
as broad as he is tall, ruddy of com- 
plexion, he possesses the finest pair of 
shoemaker’s hands I have ever seen; 
ealloused and rough, and nearly the 
size of a 10 pound maul. 

“Peter,” I said, “they tell me you 
make pretty good ski boots.” He mere- 
ly nodded his affirmation. “And how’s 
business treating you?” I asked. 

“Too good, too good,” he responded 
in his pleasant, South German accent. 
“Why? You want a pair of ski boots?” 

“No, but I would like a pair of walk- 
ing shoes. When can you make them?” 

“Well, if you want shoes, a few 
months; boots, a little longer.” 

I asked Peter to measure my foot, 
and was amazed to see him take out an 
old ledger upon which he took the out- 
line of my foot, carefully noting its 
length—toe to ball, and ball to heel 
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measurements, while with a tape he 
measured my ankle and instep, noting 
carefully the circumference of each. 

“You got a high instep,” he 
marked. 

“Yes, can you fit me?” I answered. 

“Sure,” he replied. “You got lasts, 
or you want me to leather-up a pair?” 
l replied that I had a pair of lasts, but 
I had never been able to get a really 
good fit from them. 


re- 


When Does a Shoe Fit? 


“Everybody’s used to store shoes,” he 
answered. “Most of them never know 
when a shoe fits.” I was forced to 
agree and asked Peter what he consid- 
ered a good fit. “You just got to make 
them so they don’t hurt anywhere, not 
too large, not too small; and make 
them so that you can walk or ski in 
them a long time and still not feel 
tired. You must never let a customer 
tell you that you’re wrong, if you think 
the boot is right for him,”—a remark- 
able example of the shoemaker’s intui- 
tion and sales psychology. 

“Peter, I’d like to do a story about 
you. How about it?” 

“No,” he said, “I don’t think so, only 
bring me more customers — make 
trouble—nuisance.” 

“Peter,” I asked, “what’s going to 
happen to shops like this, unless some- 
thing is done to bring new hands into 
them, to bring new boys to be trained. 
How are we going to get them inter- 
ested in shoemaking? It’s a good, hon- 
est business; but it’s dying out. What 
is the matter with shoemaking as a 
trade?” 

Then I told him about a conversa- 
tion I had with one of our fine retail- 
ers selling orthopedic shoes who, a little 
over a year ago, told me that the day 
of the orthopedic shoemaker would soon 
be over, and lamented the fact that 
there were not enough hand workers 
left to take care of the congenitally 
bad feet, let alone the vastly increased 
cripple population caused by wartime 
casualties. 

“You do a good job.” I said, “making 
ski boots, but those old hands who can 
build an orthopedic wedge and sole a 
shoe to a doctor’s prescription, they do 
a real humane work.” 

“Yes,” Peter answered, “I know, I do 
that too here; lots of it.” From the 
look on his face, I was certain that at 
last we had reached a meeting of the 
minds. “You think people are inter- 


ested in hand shoemakers?” he asked. ~ 


“All right. You go ahead, write a 
story about me.” 

On the wall of Peter’s shop is a cer- 
tificate or diploma from a school in 
Vachendorf in upper Bavaria where he 
spent his boyhood and learned his 


trade. Peter is proud of his two sons, 
Francis and Peter, Jr.; proud of them 
as boys, soldiers, skiers and shoemak- 
ers. Francis is a veteran of the Ski 
Troopers; Peter, Jr., was in the Air 
Force—B-29’s. Both are expert skiers 
themselves, and the walls of his shop 
are lined with photographs of his boys 
in uniform and in ski costume. Flank- 
ing the door is a large print of Meade 
Schaeffer’s magnificent painting “The 
Ski Trooper.” Around it are grouped 
photographs of Peter’s famous and not- 
so-famous customers sent from ski re- 
sorts the world over. 

Peter is an American now, but he 
still reminisces about his boyhood and 
his apprenticeship in Vachendorf, near 
the foothills of the Alps. He was born 
in Partenkirchen, which, you may re- 
call, was the scene of the Olympic Win- 
ter Sports in 1938. He, his wife and 
sons came to America in 1925. 

“You say, what’s the matter with 
shoemaking? Well, most shoemakers 
don’t want their boys to go into the 
trade. It’s hard work; it’s honest work, 
and you go home tired at night. Shoe- 
makers want their boys to go to col- 
lege, to be lawyers, doctors, profes- 
sional men, and there’s too many law- 
vers and doctors already. I have nothing 
against education. I tell my boys, go 
to college, if you like, but after that, 
I want you to come home and work 
with me in the shop, to make shoes the 
good way, the hand way, the best that 
I know how, like we do it here. They 
should do repair work too, and they 
should make cripple shoes, also. Some- 
times I think I would like to see a real 
school come—not a school to teach ma- 
chine work, but a school where the boys 
could learn hand shoemaking all the 


way.” 
The Personal Touch 


“Peter,” I asked, “why don’t you take 
cn a few hands, train them your way 
und enlarge your shop to make more 
ski boots?” 

Peter answered, “Even if I make 
twice as many pairs as I make today, 
there’s still not enough. I like my 
work. My customers come from thou- 
sands of miles away. I make ski boots 
for wealthy boys and for the boy who 
has nothing. My price to both is fair. 
I make 30 pairs of shoes for a maha- 
raja, and I make a pair of ski boots for 
a college bey, who must save his money 
for months to buy my boots. Each 
customer gets the best work I can do. 
If I enlarge my shop, I only make 
trouble for myself. The way it is now, 
my wife cuts and stitches the uppers; 
my boys last the shoes; I bottom them. 
Here in this shop we make seven or 
eight pairs of ski boots and twelve to 
fifteen pairs of walking shoes each 

[TURN TO PAGE 116, PLEASE] 


Boot and Shoe Recorder 

















oo. 








~.. Te 
So smooth, so flexible, so comfortable, se 
for unlined shoes. And so profitable to W 
make them of . . . because Colonial Elk is 


even in thickness, well worked out, and 


cuts so economically. Write today for color samples. 


COLONIAL TANNING CO., Ime., Boston I1, Massachuseti«a 


May 15, 1947 : 95 








1905 to 1947 
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There's a correct 
CAVALIER DRESSING 


for every type of 
WHITE shoes made 


There are good reasons why Cavalier White dress- 
ings are featured by the best shoe stores from coast 
to coast. Cavalier offers cleaners and whiteners 
for each — of leather — smooth and nappy. 
Cavalier White dressings have been proved su- 
perior by scientific tests. Cavalier White dressings 
are packaged complete with applicators — ake 
for use. Are you ready—with Cavalier—for a big 
white season? 


Your favorite Shoe Findings Wholesaler 
has Cavalier White Dressings in stock. 


CAVALIER COMPANY 
BALTIMORE 30, MD. 
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Urge Improvement 


In Hide Quality 


Cuicaco—Declaring that one of the 
most extraordinary and abnormal peri- 
ods in American economic history has 
come to an end, Irving R. Glass, execu- 
tive vice-president of the Tanners Coun- 
cil of America, told the members of 
the National Hide Association at their 
meeting in Chicago last week that qual- 
ity factors and inherent values, which 
have been widely disregarded, are back 
in the market place now from finished 
goods to raw materials, from the sale 
of shirts and shoes over the retail coun- 
ter to the movement of textiles, hides 
and skins to producers of clothing and 
footwear. 

“Prices have again become symbols,” 
said Mr. Glass, “whose meaning has to 
be filled with the substance of concrete 
value and quality.” Recognizing the 
difficulties that producers, collectors and 
dealers in hides have had to cope with in 
recent years, he called the attention of 
the hide men to a condition that be- 
came a serious problem to tanners, 
namely the prevailing low level of qual- 
ity in domestic hides. 

“For several months,” said Mr. Glass, 
“we have been getting a steadily rising 
volume of reports from tanners urging 
that something be done to improve the 
quality and delivery of domestic hides. 


| Tanners have told me of cases where 
given lots of hides have failed to yield 
| a single No. 1 belly in sole leather or 


could be used only for corrected upper 


| leather because so many hides were 
| grain damaged. At a time when con- 
| sumers, retailers and manufacturers are 


ail intent upon quality, the purchase of 
inferior raw material becomes danger- 
ous and risky. If demand falters and 
we move into the downward phase of 


| even a moderate business cycle, a dis- 


parity in raw material quality will pro- 
[TURN TO PAGE 130, PLEASE] 


| Shoe Store Adds 
Related Departments 


[CONTINUED FROM PAGE 78] 


| indulge their finest buying tastes: 1) 


sportswear shop, in which there is 


| carefully coordinated styling in sport 
| shirts, sweaters, leisure jackets, sport 
| coats, slacks, sport hats, casual shoes, 


etc.; 2) men’s shoes; 3) men’s furnish- 
ings, including neckwear, shirts, hose, 
pajamas, underwear, belts, suspenders, 
handkerchiefs, jewelry, toiletries, leath- 


| er goods; 4) hats; 5) custom clothes; 
| 6) women’s accessories, including co- 
| ordinated handbags, gloves and hos- 
| iery; 7) women’s shoes, an extensive 
collection of high grade footwear. 


Byron E. Crego, owner and son of 
the founder, greeted a steady stream of 
Harrisburgers, who were attracted to 
the inaugural open house by full-page 
newsaper ads and radio spot announce- 
ments. 
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¥p,,. are back and it’s a closed up classic revival! For 
it, Beau-Tred presents CYNTHIA — Trim, Tailored 
and Terrific, with a cute grosgrain bow to bring 
“dress-up” distinction to her attractive lines. 
CYNTHIA is typical of the fast styling and fine shoe- 
making that has everyone talking about BEAU-TREDS. 


*“TRADE MARK 
REG. U.S. PAT. OFF. 


L. —E. BEAUDIN SHOE COMPANY 
GENERAL OFFICE - HANOVER, PENNSYLVANIA 
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= where there's on EXTRA = 





The exclusive construction features of 
PLAY-POISE—Shoes for Infants and 
Children—keep sales “on high” for dealers 
everywhere. Nationally advertised in 
GOOD HOUSEKEEPING, PARENTS’, and 
THE JOURNAL OF BONE AND 
JOINT SURGERY. 
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size to let Young 
Feet Grow 
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THE FIT WITH A FUTURE 


THE VIRGINIA SHOE CO., INC. «+ Fredericksberg, Ve. 









Editorial Outlook 


[CONTINUED FROM PAGE 66] 


they always have. They should be in a position to buy 
them within the reasonable limits of their incomes. We 
are confident that the shoe manufacturers and shoe 
merchants of America will continue to find ways and 
means to make that possible. Should they fail, consum- 
ers, on their part, will doubtless find ways and means 
to correct the situation. But American consumers, as 
a class, are also fair and reasonable. Within the limits 
of their incomes they too will recognize that “good 
shoes deserve a fair price.” The application of that 
principle to the operations of the individual store is a 
merchandising problem which every individual shoe 
retailer must solve for himself. 


Manufacturing and Markets 


[CONTINUED FROM PAGE 90] 


Prior to the opening of the Fair, the New England Shoe 
and Leather Association had taken firm stands on two 
important questions: the perpetuation of existing export 
controls on all hides, skins and leathers; and tariff reduc- 
tions on leathers and shoes. Favoring the immediate termi- 
nation of the former, Maxwell Field, executive vice-presi- 
dent of NESLA, pointed out that “this action was recom- 
mended because our directors, both leather and shoe manu- 
facturers, were of the opinion that the demand and supply 
factors were more nearly in balance today than at any 
time since V-J Day, justifying the removal of these remain- 
ing government wartime regulations.” 

In the matter of duties, NESLA argued in a brief pre- 
sented to the Committee on Ways and Means of the House 
of Representatives, first, that the association favors the 
elimination of existing import duties on calf and kipskins 
and that if they are not eliminated, they should be reduced 
by 50 per cent; second, that there should be no reduction 
on import duties on all types of leather; and, third, that 
the committee examine “the discriminatory preferential 
tariff system of the British Empire, which has resulted in 
goatskins from Nigeria and calfskins from New Zealand. 
being allocated to the United Kingdom, with much smaller 
than the prewar quota levels remaining for our country.” 

Orders placed with the shoe and leather industry of 
Massachusetts, as measured by the Associated Industries of 
Massachusetts, have levelled off. In March, they were the 
same as in February and also the same as in March of 
1946. 


Goes Into Shoe Business 


San Jose, Catir—aAndrew G. Kopriva, local business 
man, recently announced he is going to establish a special- 
ized shoe store in this city, which will feature a complete 
selection of corrective type footwear for men, women and 
children. 

Mr. Kopriva has negotiated a lease on the Wendt Build- 
ing on East San Antonio Street where the store is expected 
to be open for business about May 15. 
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AMERICAN HEALTH STEP-Arch Shoes of Distinction 


A NATIONAL PRODUCT 
FILLS YOUR NEED FOR QUALITY SHOES PRICED RIGHT! 


















You Can Buy From One to One Thousand Pairs 
Carried In-Stock For Your Convenience 
Sizes 4 to 11, Widths AA to EEE 

91, to 11—10¢ per pair extra 

Adv. Mats Furnished Upon Request 


$565 


TERMS: NET 30 DAYS 








R 2408 BLACK KID 
Wall Last Pump 
16/8 Cuban Heel 
AA to EE. 4 to ll 


R 2402 BLACK KID 
Crinkled Oxford 
Patent Tip. 16/8 Heel 

R 2407 Same In Pump Pattern 
Patent Tip. 16/8 Cuban Heel 
AA to EEE. 4 to ll 







R 2400 BLACK KID 
Patent Tip Oxford 
16/8 Cuban Heel 
R 2409 Same In Kid Pump 
Patent Tip. 16/8 Cuban Heel 
AA to EEE. 4 to ll 





Ao ae 
R SHOE R 2405 BLACK KID 
won pay SS - Saar Gypsy Tie. 12/8 Heel 
16/8 Cuban Heel 3 ae’ R 2401 Same in 16/8 Heel 
AA to EEE. 4 to 11 g AA to EEE. 4 to ll 


WILL ENTERTAIN EXCLUSIVE DEALER FRANCHISE IN TOWNS 
FROM 500 TO 10,000 POPULATION. WRITE FOR SAMPLES. 





AWAY a ; ( 
ae VW Vibes S hao A m pany ¢ 4] S. WELLS ST., CHICAGO 6, ILLINOIS 


A HOUSE EVERY LIVE RETAILER SHOULD KNOW .« ¢ ofeO¢tolies 
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MORE SELLING POINTS 
Mean MORE SALES 


Smart parents know that shoes must be RIGHT for 
little growing feet. Selling dollar conscious cus- 
tomers is easy when you explain the 6 Feature Plan,. 
scientifically developed by John Arthur. The 6 Fea- 
ture Plan gives them additional reasons for buying 
John Arthur Shoes. Scientific design plus sound 
high quality construction keeps them satisfied . . . and 
coming back. Sell John Arthur “Certified Shoes 
for Children” for more profit and faster turnover. 









First steps to retail 
at $2.95 


Sizes 2 to 5 at $3.95 
Sizes 5% to 8 at $4.45 





JUDY 
No. 200 — ALL WHITE ELK 
No. 220 — BLACK PATENT 
No. 230 — RED ELK 

No. 240 — BLUE ELK 

B, C, D, E. Sizes 5% to 8. Price $2.70 
MEDICALLY APPROVED SHOES 

STYLED ON THE SCIENTIFICALLY 

DEVELOPED JOHN ARTHUR 


6 FEATURE PLAN 


47a 








Write or wire for catalog and additional information 
John Arthur Shoe Manufacturers, Inc. 


2655 Sidney ° Saint Louis, Missouri 
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“French Poodle,” made of 
| imported Turkish lambskin, 


| unsheared 
Consolidated Footwear 











Shoes in the News 





First brought out at the National Shoe Fair in New 
York by Consolidated Footwear Corporation is a new line 
of indoor slippers, made with shearling sock linings and 


and untreated, by 





glove leather soles. Especially featured for college girls 
and teen-agers for wear with woolen robes in dormitories, 
they are available in a number of colors, and in standard 
women’s sizes. 


> » = 


Burtrons, pinking and stitching comprise the three 
“Typical Tailored Tricks” in the Robbins Fall line. Styles 
in handbags and belts utilize the same themes. Made of 





Handbags and belts, styled 
to coordinate in leather 


of “Typical Tailored Tricks” 
by Robbins. 


line of tailored shoes. 


| a specially tanned leather, dyed to match a group of 


woolen colors by Forstmann, these shoes and accessories 
have been designed for wear with tweeds and woolens for 


| city-country wear. 





Shoeman Urges Attack on Food Prices 


Boston, Mass.—If the cost of living is to be reduced 
effectively, a major attack should be launched against food 


| prices first, according to John Tobias, vice president and 





sales manager of the Freeman Shoe Corporation of Beloit, 
Wis. 

Speaking here on May 5 before a large gathering of 
Freeman dealers, Mr. Tobias pointed out that since 1940, 
food prices have advanced 160 per cent while the cost of 
shoes to the public has advanced only about 60 per cent. 
His speech was made at a luncheon tendered the Freeman 
dealers by Leon C. Kelley, Freeman dirctor of sales in New 
England. 

Guests, in addition to the Freeman dealers present, were 
John M. Ahearn, president of the Boston Shoe Travelers 
Association which sponsored the recent showing of Fall 
styles at the Parker House; William Wood, United States 
Marshal of Maine; Thomas Curran of Bangor, Me.; and 
John J. Clabby, assistant manager of the Parker House. 
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axine Master-Works + Fashion refined 
to its essence, Reflecting the American 


Woman's Mood of the Moment. 





MASTER-WORKS Maxine 


MAXINE ORIGINALS 
262 CANAL STREET, NEW YORK 13, N. Y. 


MAXINE ORIGINALS ARE EXCLUSIVE 
IRVING BERKOWITZ DESIGNS 
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KRIPPENDORF-DITTMANN 


fas stood fot 


rom the high button shoe... 


to the 
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open-toe pump | 


ie | 


Cualty 





URING the 75 years The Krippendorf-Dittmann 
Company has been manufacturing women’s shoes— 
and women’s shoes only—they have consistently offered 
the greatest values possible both to their dealers and to 


their dealers’ customers. 


Because Krippendorf Foot Rest shoes have always of- 


fered beauty and comfort at a fair price, discriminating 
women from coast to coast prefer them during their thirty 


most active years. 


THE KRIPPENDORF-DITTMANN COMPANY 
New York Showroom: Marbridge Building 


Cincinnati, Ohio 
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FOOT REST 


SHOES 
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PRICED AT $8-95 and $9-95 


% Nationally advertised in Vogue, Ladies’ Home Journal, Mademoiselle, Woman's 
Home Companion, Good Housekeeping, The Grade Teacher, and The Instructor. 








Science and Art 
Of Selling Shoes 
[CONTINURD FROM PAGE 58] 


Evans described the correct way to 
greet customers, to seat and fit them 
and to close the sale. “Before the doors 
are opened in the morning, every fitter 
should inspect the stock thoroughly, so 
that he will have a working picture of 
what he has to sell,” he warned. Em- 
phasizing that this daily check is the 
duty of the salesforce, he pointed out 
that they should also be well informed 
as to the brands carried by the store 


and should be able to name and describe 
them to patrons who are more brand- 
conscious now than they have ever been 
in the history of retailing. 

“The first step in good salesmanship, 
then, is the greeting of the customer, 
who should be met at the entrance of 
the shoe department by the floorman 
and introduced to the salesperson. The 
floorman must be sure to introduce the 
salesperson by name. If the customer’s 
name is known, the salesman must use 
it as often as he can during the sale.” 

When the patron is seated, the sales- 
man should remove both shoes and 
place them under the seat out of sight 


of the footwear he will show. Then he 
should ask what type of shoe she is in- 
terested in and what she will wear it 
with. In the normal course of conversa- 
tion he should find out whether she is 
a housewife or a businesswoman; Does 
she stand on her feet much? Does she 
engage in active sports such as hiking? 

“All of these bits of information plus 
her age and physical appearance should 
aid the salesperson in selecting the ap- 
propriate footwear to fit her tastes as 
well as her feet. They can be easily 
elicited from the patron while the sales- 
person is measuring both feet.” And 
Mr. Evans repeated that both feet 
should be measured, with the patron’s 
full weight on them. “Never look in- 
side her old shoe for her size, but ex- 
amine it as well as her feet carefully 
for evidence of poor fit and foot ail- 
ments. 

“Show enthusiasm when presenting 
the shoe to the patron. It’s infectious. 
Prove tangibly to her that you are in- 
terested in her as a person and that 
serving her needs gives you pleasure,” 
he said. Before putting on the shoes, 
show them to the patron and describe 
their use. Then ask her to step to the 
mirror, and when she rises, rise to ac- 
company here. The salesman must 
never remain seated while the patron 
is standing,” Mr. Evans warned. 

While the patron is looking in the 
mirror, the salesman should feel the 
position of the ball of the foot in the 
shoe and make sure that the toes are 
lying flat. 

After the salesman is sure that the 
patron is fitted properly, he should put 
the new shoes under the seat and se- 
cure another pair from stock. “The 
second pair is often easier to sell than 
the first,” he pointed out. “Show her 
shoes for a different purpose. If she 
has bought a dress she, bring out a 
walking shoe. You might even suggest 
a slipper. Even though the patron may 
not have the money for a second pair, 
she may be flattered and pleased that 
the salesman thinks she can afford two 
pairs.” 

Underscoring the importance of the 
closing of the sale, Mr. Evans advised 
the salesperson to be sure to find out 
the patron’s name and address if he 
has not done so during the course of 
the sale. This should be jotted down 
immediately. “When you hand her 
package to her, tell her that you en- 
joyed serving her. You might say 
something like, ‘It has been a pleasure 
waiting on you, Miss Jones. And I 
hope that you receive as much satisfac- 
tion in wearing these shoes as I have 
in waiting on you!’ 

“Graciously thank her for her patron- 
age, and present your business card to 
her. Suggest that she send her friends 
in and tell her that you will give them 
your complete attention. Then accom- 
pany her to the exit.” 

Quoting Arthur Brisbane, he said, 
“‘*Anything man can imagine, man can 
do.’” 
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How our membership in the 


Audit Bureau of Circulations gives 


constant protection to the advertising 


HE Audit Bureau of Circula- 
tions, organized in 1914, is 
a cooperative and nonprofit associ- 
ation of more than 2800 publish- 
ers, advertisers and advertising 
agencies in the United States and 
Canada. Working together, these 
buyers and sellers of advertising 
space have established definite 
standards for measuring and uni- 
form methods for auditing the 
circulation of periodicals and 
newspapers. Only publications 
with paid circulation are eligible 
for membership in the A.B.C. 
The Bureau has a staff of experi- 
enced circulation auditors who 
make an annual audit of the circu- 
lations records of each publisher 
member. Based on these audits 


the Bureau issues A.B.C. reports 
which tell how much circulation 
a publication has, how much sub- 
scribers pay, how the circulation 
was obtained, where it goes and 
many other facts essential to the 
sound investment of advertising 
money. Of special importance to 
business paper advertisers is an 
occupational or business break- 
down of the paid subscribers. This 
tells you how much of the total 
circulation represents a logical 
audience for your advertising and 










-—-—_ 








a market for your merchandise. 
In addition to the annual Audit 
Reports, the Bureau issues semi- 
annual Publisher’s Statements. 


Guesswork and waste are 
avoided when you select advertis- 
ing media on the basis of factual 
information. Always make A.B.C. 
reports your starting point when 
you buy advertising space. 

This business paper is a mem- 
ber of A.B.C. Ask for a copy of our 
A.B.C. report and then study it. 

» » » 


SEND THE RIGHT MESSAGE 
TO THE RIGHT PEOPLE 


indicate a 

reader audience that has nded to a 
publication's editorial With the 
interests of readers thus i i it be- 
comes possible to reach specialized 
specialized ad- 


groups effectively with 
vertising appeals. 
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DISTRIBUTING POINTS 
le Sewe You! 


TRADE BUILDER styles Stan and Gene offer the absolute maxi- 
mum in foot comfort; and it is foot comfort, combined with out- 
smartness and excellent service, which is such an 
important feature in TRADE BUILDERS. 
TRADE BUILDERS are backed by a ig distribution system 
which has dered speedy and liable service through 
wholesaler distributors for more than twenty-five years. For 
your TRADE BUILDER needs get in touch with your nearest 
TRADE BUILDER distributor. 


| Let’s Make It a 
_ Twelve-Month Season 


{CONTINUED FROM PAGE 76] 
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If slippers are to sell in satisfactory 
volume 52 weeks of the year it is clear 
that more promotion than is now prac- 
ticed is essential. The first step can be 
a method of promotion that costs noth- 
ing more than a little extra selling ef- 
fort. Salesmen should be taught to 
suggest and even show slippers to shoe 
customers. If particular salespeople on 
your force are assigned the job of sell- 
ing slippers, the customer can be turned 
over to them. However, the sale will 
be instigated by the shoe fitter who, 
while his customer waits for her shoes 
to be wrapped, speaks of the new slip- 
pers in stock and hands the customer 
a new pattern in her size to look at. 





















Los Angeles, C Shoe Co. A promotional step further is the 
Copememte, Van Voorhies-Phinney allotment of display space to slippers 
| within your shoe department. A de- 
Colorado partment store should also display 
Denver, Kemp Shoe Co. slippers regularly in the negligee de- 
Georgia partment and urge the salespeople 

Atlanta, Gramling & Collinsworth | there to do some suggestive selling. 
Ilinois These two methods of promotion 
Chicago, Keehn Bros. should be practiced in your store every 
Peoria, John Moser & Son | day in the year with more extensive 
Indiana methods—window display, newspaper 
Indianapolis, E. P. Bayless Shoe Co. and radio advertising, participation in 
lowa fashion shows, bill enclosures—lending 


aid frequently. 


Cedar Rapids, Otis Leather Co. 
Incidentally, it is interesting to note 


Dubuque, Merchants Supply Co. 

















Armour’s Tan 


Maine Ivory Kip, that retailers find slipper shoppers very 

Bangor, W. S. Emerson Co., Inc. ok, E, brand-conscious, where both staple and 
Massachusetts pee, Sunes fashion slippers are concerned. It is, 
Springfield, M. T. Shaw Shoe Co. of ond Hell Hob. therefore, very desirable to use brand 
: ber Heel. A to names in advertisements display, and 
ee Michigan SEE, 5 to 13. suggestive selling on the floor. In ad- 
oit, America dition, many manufacturers of branded 


lines offer effective mat services which 
tie in with their own national advertis- 





Minnesota 

Minneapolis, Dodson-Fisher Co. ing. 
Nebraska Slippers should be pushed frequent- 
Lincoln, Branch Bros., Inc. ly, but the proper timing should be 
Omaha, Driscoll Leather Co. carefully planned. One of the top 
| New York manufacturers of indoor footwear, who 
New York City, Powell & Campbell has long advocated a 52 week selling 
Ohic period, has worked out a year-round 
plan for selling and promoting slippers. 


Cincinnati, Robert Graefe 
Cleveland, Bibow & Srail Shoe Co. 
Cleveland, ny oy Co. 


This house presents a group of satins, 
warm slippers and typical gift items 


Armour’s 


Toledo, Ainsworth, Shoe Co. Black tvory for the Fall and Christmas selling 
oan Cock Oe period. Types desirable for Spring are 
Pennsylv ead Seach next added to the line, up to and in- 


Philadelphia, Bell, Walt & Co., Inc. Brard Soles. 


Pittsburgh, Newell & Schneider Co. Steel Arch cluding satins for bridal promotions. 













s d : : . 

York, D. S. arene & Co, Halt. Rubber For Summer retail selling an inex- 
ennessee eel. A to pensive fabric slipper—usually a pack- 

Bristol, King Bree, Guce Go eats able scuff—is offered. This practical 
. slipper, simple in design and color, 


Memphis, Wm. R. Moore Dry Goods 
Co. sturdy of fabric, is designed for Sum- 


mer vacationers to wear not only in 


Uteh 
Salt Lake City, Zion’s Co-Operative the house but also for the beach. 
= Washington WHERE TO BUY The next promotion and selling 


Seattle, Washington Shoe Co. 
Spokane, Adams Leather Co, 


‘ : period planned in this seasonal mer- 
This Nationally chandising program is late Summer 
and early Fall. Accordingly, a back- 


Virginia 
Hunti he sew areal Co. T to-school group is introduced, includ- 
untington, DISTRIBUTED LINE ing staples, warm slippers, novelties, 
Wisconsin and leisure types. After this period 





Milwaukee, Gaenslen Bros. Leather 
Oshkosh, H. C. Roenitz Co, 


the line is made ready for later Fall 
and Christmas, thus completing the 
yearly seasonal cycle. 
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A STRONG, CLEAN LINE OF 
GENUINE GOODYEAR WELT 
9 


SHO.E COMPANY, OH Ge 
MILLER ENC. 


MFRS. OF GOODYEAR WELT 


169-175 NEWARK STREET NEWARK, WNW. J. 
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| Size-Up Your 
Customers 
[CONTINUED FROM PAGE 80] 


oo and your personal call trade 
| through service and satisfaction. 
While there is by no means any 
magic formula or rule of thumb which 
will enable us to best handle each of 


ee these different type prospects, we can 

apply five cardinal selling principles 

which in timing and follow-through 

will materially assist in turning the 
sale. 

These five factors never vary; they’re 
present in every sales transaction. You 
can’t successfully avoid them any more 
than you.can avoid unlocking the door 
when you open up for business; for the 
APPROACH, PRESENTATION, 
CREATING DESIRE, MEETING 

| OBJECTIONS and above all, the 
CLOSE are as certainly geared to 
step-by-step sales procedure as are the 
reactions of most individuals to the 
stimulus of-a given situation. 
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The Approach 


When a customer enters your store 
you really have the ball; this is no 
cold turkey proposition, for you know 
before she gets through the front door 
that she’s looking or shopping for 
shoes. You have them, and it’s up to 
you to capitalize your opportunity. 

HE answer is YES, if this is the kind Persona! appearance, of course, is of 
: me . rimary importance. Above all, avoid 
of footprint you sell. For this is the famous Matrix . pve dh ate greeting. A pleasant 
“Footprint in Leather.” This is the unique inner- smile and a genuine expression of in- 
terest in the customer’s wishes will 
sole that’s molded to the natural curve of the foot. usually serve to break the ice. It is es- 
. : - sential that you gain the good will and 
Only Matrix has this exceptional comfort feature. confidence of your prospect as quickly 
And once a man’s worn a pair of Matrix shoes, as possible; your opening sentence can 
‘ make or break the sale. Your immedi- 
‘ he'll come back for more, 9 times out of 10! Be- ate objective is to create a favorable 
. - ’ Y impression, so above all be natural. A 
cause no other shoe will do—because he can only eas, Sieh, een, end teed 
get his “footprint in leather” from you. His foot- ful approach can be predicated on 
5 Il ; : ‘ d 3 treating others as you yourself like to 
prints will come your way, again and again, be treated when you shop for goods or 

services. 
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Presentation 


By this time you will probably have 

ascertained what the customer may 

™ . have in mind. The shoe itself may be 

your footprint in leather blue, or brown, or green; it may be 
Weceeceseccecssesseceseesseessesseesseses calf, or suede, or gabardine. _She = 
after a specific style of shoe primarily, 

but none the less important are those 


| factors of fit, feel and comfort, all of 

| which contribute to the service and 

| satisfaction she seeks. 

| Don’t make the mistake of present- 

| ing too many shoes at the fitting stool. 

| You may have what she wants, it may 
F MEN 


not be what she needs. On the other 
hand, you may have what she needs and 
it may be a far cry from the shoe she 
actually has in mind. Your tact should 
enable you to assist the customer in 
striking a happy medium in a purchase. 


MAKERS OF MEN'S FINE SHOES SINCE 1864 [TURN TO PAGE 132, PLEASE] 






THE HOUSE OF HEYWOOD, WORCESTER 4, MASS. .. . 
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“NO, EVEN BETTER \ 
\é 


~ 


It’s better than all other leathers, too . . . because it wears better, 

costs less! And Velon’s wonderful grainings, fashion-right colors 

have caught the imagination of top-flight handbag and shoe design- 

ers. They've found it’s easier to use, too . . . it never cracks, 

crocks, scuffs or peels . . . and stains wash right off with a damp cloth. Listen wo the Voice of Firestone 
Moneay Evemags ove: NBC 


Ask your supplier or write Firestone, Akron about Velon. 
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NATIONALLY ADVERTISED 


SHOE MANUFACTURING CO. 
MILWAUKEE 10. WISCONSIN 
GOODYEAR WELTS EXCLUSIVELY 
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8% to 12—A,B,C,D 
12%t0 3—A,B,C,D 
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Memphis—Where 
Customers Demand Service 
[CONTINUED FROM PAGE 63] 


peacetime production with every war 
plant fully converted and producing 
goods for the South and Southwest. 

j In the past Memphis built its business 
life upon this jobbing enterprise and 
upon its cotton plantations which extend 
throughout the tri-state area. Today 
these two elements are still pouring 
thousands of dollars daily into the 
Memphis commercial world, and to them 
has been added manufacturing of all 


112 


kinds of merchandise for the Middle 
West and South. Some 80 manufac- 
turers established new enterprises in 
the area within the last year. 

The city proper has a population of 
376,035, with retail sales of $239,486,000 
and an effective gross buying income 
of $467,507,000. The effective gross 
buying income per family last year was 
$3,871. 

This year those figures have risen a 
little, as have all business index figures 
for Memphis. But more of the average 
Memphis family’s dollars are going into 
durable goods connected with their 
homes today than there were last year; 





this has meant fewer dollars to spend 
on soft goods such as shoes. 

Memphis itself is faily well removed 
from other larger cities; its closest com- 
petitors are Nashville, Little Rock, St. 
Louis and Shreveport. Its population is 
basically American and a mixture of 
Middle Western and Southern peoples, 
though those of Southern background 
are predominant. There is a large negro 
population which is an important factor 
in the Memphis retail market. Along 
famed Beale Street there are several 
nationally known retail chain shoe stores 
with as attractive fronts and interiors 
(though smaller as the stores along 
Main Street in downtown Memphis 
itself. 

The business life of the city is en- 
riched through trade coming from more 
than two score smaller cities and towns 
within the previously named tri-state 
area. An excellent system of roads, 
some 17 rail lines of 10 major systems 
and good airports all bring hundreds of 
shoppers from this trade area to Mem- 
phis weekly. In the shoe business this 
trade is particularly noticeable, for the 
shoe merchandising institutions in these 
smaller cities and towns are not many 
or varied, and their stocks are small. 
Area people used to make one or two 
trips to Memphis a year (principally 
after cotton money came in), but now 
the average area family comes to Mem- 
phis at least once every two months. 
And when they visit the city the women 
folks buy plenty of shoes. 

Memphis is located on the Mississippi 
River; its business district lines three 
main thoroughfares which parallel the 
river for approximately five miles. It 
has no single “business square” as do 
most cities of this size. Its shoe 
stores are found on Main and Second 
Streets, for example, scattered over a six 
to eight block area. 

The city has a complete diversification 
of industry, and its list of manufactured 
products would fill a page of this maga- 
zine. It is the nation’s leading hard- 
wood center; furniture factories of 
every description abound in the area. 
Two of the newest industrial develop- 
ments include the giant Firestone Rub- 
ber Company factory North of town, 
and two large automobile battery fac- 
tories. 

Not many years ago Memphis de- 
pended in great measure upon cotton 
and cotton money, and its “money sea- 
son” was therefore limited. Today the 
story is entirely different. Its factories 
and jobbing institutions give Memphis 
a steady year-around payroll which 
makes it a good city in which to operate 
a retail store. Women make up a fairly 
large percentage of the staffs of Mem- 
phis institutions. Their added ineome 
has been a definite asset to all wearing 
apparel institutions of which there are 
a good number of major size in the city. 

Today Memphis people have money 
in their pockets, and from all appear- 
ances they will have it for some time 
to come, although business leaders are 

[TURN TO PAGE 114, PLEASE] 
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wal jrtilelea Beller Moo amar 


“I’ve found a place 
where I can buy fine shoes!°’ 






This seems a strange statement for a woman to 
make in a “land of plenty” such as ours, in 
the country that is first in the manufacture 

of the world’s fine shoes. And yet it’s a 
statement we’ve heard often... from women 
who @ are excited to find at last a store well- 


stocked with Better Shoes. 
ew AS stores or departments, recently 
organized to promote Better Shoes and 
established stores or departments that have taken 

a fresh approach to Better 

Merchandise have inspired & 

such comments as this woman makes. 

A specialized program of Better Shoes, SQ 

a change in store layout and a better service 

of accessory coordination have contributed 
to new-found success. 













Are you overlooking opportunity right in your own 
home-town? In your own store? Your own department? 


I. MILLER Long Island City, New York 
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THE “INVISIBLE” SHOE FORM! | 
\ FITS EITHER SHOE. 
MAIL THIS CONVENIENT ORDER BLANK TODAY! 


CLEAR PLASTIC! 


PRICE LIST 
A Be: SEP $ 1.25 ea Small 
EE POA 15.00 doz Large 
I Milena 0 sb Weert cad 13.50 doz 
ee ee 12.00 doz. 


[-] } doz. small @ 15.00 oO 3 doz. small @ 13.50 
[] 1 doz. large @ 15.00 [) 3 doz. large @ 13.50 
a SEND..... .. PAIR @ $1.25 PER PAIR. 


containing 60 illustrations of modern fixtures. 


Firm Name 


| aa icc 


0 4 doz. large @ 12.00 
‘= LARGE 
oO Please send, without obligation, your catalog ‘‘Modern Design on Display 


with the finest in 
teens. 








SIZES 
~++++--4¥2-5 Shoes 
atdcers 5%2-6 Shoes 


Trade Mark Repisteres” 
[_] 4 doz. small @ 12.00 


[ SMALL 








ROGER KENT COMPANY 


_ 





For almost half a century the name 
of Altschul has been synonymous 


shoes for tots to 





FOUNDED 1899 


Attichud 


The demand fei these fine quality 
Juvenile Shoes is greater than 


»- A - ' 
Maslics 117 GRATTAN ST. | ever before! Production (especially 
BROOKLYN 6 of orthopedic types) is being in- 
N.Y creased to make more of these 


better shoes available. 


Memphis Where ees Demand Service 


casting apprehensive eyes toward the 
“burst of the bubble.” They maintain, 
however, that the large number of new 
enterprises will enable the city to escape 
an immediate recession with only small 
damage. 

Home ownership is high in the Mem- 
phis area. A number of top-notch hous- 
ing projects has been built since the 
start of the war. Living conditions are 
today on a much better standard than 
in most of the neighboring cities. 

There’s definite store loyalty among 
Memphis people. Many shoe buyers 
point with pride to the fact that they 
can call most of their customers by 
name. 

There are 50 retail shoe stores in the 
city, nine of which are chain shoe stores. 
The eight major department stores have 
modernistic shoe departments; through 
these a large percentage of better grades 
of women’s shoes are merchandised. 
Three of the department stores operate 
shoe repair shops. 

What are Memphis shoe men doing? 
What are they thinking? What are 
they planning? We asked the shoe 
dealers we visited what were the biggest 
problems ahead for the shoe industry. 

“More compact merchandising,” de- 
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clared D. O. Ballard of Bry’s, together 
with fully a dozen more Memphis shoe 
dealers. “And we have to have more 
specialty items from month to month. 

“The biggest problem of the individual 
shoe retailer is to re-educate his sales- 
people to the art of selling, the practice 
of greater customer courtesy and more 
efficient service. These are musts and 
they are upon us today—not something 
coming up in the immediate future.” 

A number of shoe retailers declared 
that more and better displays were 
needed than those in use during the last 
few years. They pointed out that there 
has been too much mere “setting a pair 
of shoes on display” and not enough con- 
structive selling punch put into such 
displays. 

Most of the department store shoe 
men were planning more co-ordination 
with other departments of their stores 
toward increasing shoe sales. This also 
is an immediate must, and their plans 
call for putting it into full operation 
before next Fall through numerous test 
ideas to be planned this Spring and 
Summer. 

Balanced stock is another must, both 
for department stores and individual 
shoe stores. It was agreed that shoe 


retailers must prepare themselves to 
give more shoe service to more people 
in the days ahead. 

One shoe man believed that trends in 
Memphis were toward more conserva- 
tive shoes for the average woman; these 
had been overlooked in the past months 
by both manufacturers and retailers, he 
said. 

J. B. Boswell of Gerber’s is today in 
the midst of an aggressive rebuilding of 
his selling technique within his own or- 
ganization. He holds frequent meetings 
of his store staff to expound the neces- 
sity for more and more individual ser- 
vice to customers. 

Wartime experiences did one thing for 
Memphis women of which the city’s shoe 
men are glad; it taught them to wear 
better shoes. Memphis women, like 
their sisters in other cities, didn’t want 
to sacrifice their precious shoe stamps 
for “cheap” shoes; many of them graded 
up into a type of shoe they had never 
known before. Today they are demand- 
ing those same shoes from retailers, but 
they haven’t the same wartime money 
to pay for them. However, the average 
Memphis customer has been given an 
education in shoe style, value and foot 
comfort. 
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ALL OVER AMERICA* CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In New York, N.Y, 44% of the women shoppers interviewed at 
The Selby Shoe Co. read Ladies’ Home Journal 
In your town . . . in your store . . . 
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cities—14 categories of stores confirm thid foct. Results upon request—lodies’ Home Journal, independence Square, Phila. 5, Po. 
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Meet the Limmers — Master Makers of Boots 


week. We’re happy here—no notes to 
meet at the bank, no labor trouble. We 
eat well. We live well. We're happy 
in an honest business.” 

Peter is proud too of his craftsman- 
ship and knowledge. His work and un- 
derstanding, on at least one occasion, 
have helped save a human life. He tells 
@ very interesting story about a eus- 
tomer, an ardent mountain climber, 
who on an expedition nearly lost his 
life because of a pair of poorly designed 
and incorrectly made climbing boots. 
Fortunately, the fellow lost only his 
toes, but the accident might well have 
cost him both of his feet. He’s still 
climbing, however, in a pair of boots 
made especially for him by Limmer. 

The following article describing Lim- 
mer’s work for mountain climbers and 
especially for the British-American 
Himalayan Expedition appeared in his 
local paper about ten years ago: 

“Peter Limmer, Bavarian craftsman 
who turns out custom-made ski boots 
in his Roxbury shop, is pretty much 
set up these days over the part which 
his boots played in the ascent of the 
highest summit yet scaled by man. 
Arthur B. Emmons, 3rd, of Dover, who 
wore Limmer boots on the British- 
American Himalayan Expedition this 
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past summer, wrote the following let- 
ter back from Ranikhet, Almora, North 
India: 

“*You will be pleased to know that 
our expedition to Mt. Nanda Devi this 
Summer has completed the first ascent 
of that peak. It is at present the high- 
est summit in the world ever reachied. 
The ascent was made on August 29th 
after the party had spent some twenty 
days on the mountain above the snow 
line. 

“*The approach to the peak required 
nearly a month of marching on foot 
through much wild and rugged coun- 
try. In many places climbing was of 
considerable difficulty. The special 
high-altitude boots which you made for 
me last May did a fine job and made 
it possible for me to climb with far 
greater comfort and ease than I have 
had before. My feet came through in 
excellent condition, though several 
other members of the party suffered 
from foot troubles. The boots are now 
going with me on a three months’ trek 
across Burma and China, and I expect a 
great performance from them.’” 

After he had shown me the item, I 
said, “Now I know I must tell your 
story; maybe somehow it will help con- 
vince other shoemakers who make cus- 


tom shoes like yourself, that they too, 
are doing an important work; maybe 
it will be of some consolation to the 
shoemaker who spends four or five long 
hours fighting leather into one ortho- 
pedic sole.” 

Peter shrugged his shoulders. “If 
you think so, it’s all right with me.” 

And Peter, while he may never be 
serious competition for the large manu- 
facturer of ski boots, really is good for 
them and for the shoe business at 
large. Peter, through his pride of work- 
manship is creating deeper apprecia- 
tion for quality. Yes, Peter is good— 
good for all of us engaged in the mak- 
ing and selling of shoes. He is a link 
with the glorious past of fine hand shoe- 
making, successfully running and oper- 
ating at a profit the type of shop, 
which now numbers, unfortunately, less 
than a hundred. But, Peter’s business, 
and the kind of shop that he runs must 
never be allowed to die. In our mad 
rush for production and for mark-up, 
his work and its importance is likely 
to be overlooked; it is only when we 
see how truly beautiful the hand art 
can be that we realize how sadly it is 
missed from our every day living and 
from the shoes we sell each day. 
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NATIONALLY ADVERTISED! 
LEATHER SOLES! LEATHER UPPERS! % 
TO RETAIL LIKE WILDFIRE AT 
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THESE ARE THE BABIES YOU CAN GO TO TOWN WITH 


\ 
\ 
The answer to the demand for fine quality leather shoes...straight \\ 
i \ 
cement process...at a low price. Here’s value that will sell...and sell...and sell! 


Our salesmen are on the road. It’s a line of shoes worth waiting for! 


DESCO SHOE CORP. 47 W. 34TH ST., NEW YORK 1, N.Y. \ 


Factories: Long Island City, N. Y. ¢ Auburn, Me. ¢ Webster, Mass. ¢ Brooklyn, N. Y. 


Showrooms: New York: Marbridge Bldg. ¢ Chicago * Los Angeles * Dallas, Texas. 


LET'S GO With 
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IN PERFUME, 





2 Zs —— 
it’s the essence... ome SET 2 


POLARIZED LIGHT PARALLELS KEEN 


IN LEATHER SOLES, INSIGHT OF ENGLAND-WALTON SORTERS 
E-W fibre-sorted soles offer greater flexi- 
FIBRE= by r+ ] RTIN G bility and wear-resistance. 
Uneven stress lines developed in unmatched 
a — are shown ~~ 1 yng 
makes the difference fernal seructure of unmatched leather soles: 
UNEQUAL WEAR SERVICE. 
Uniform stress lines in Set 2 are comparable 
to soles matched by E-W sorters: 


— er .tia‘i‘OisO—OSOSCSS ee 





FIBRE-SORTING, by England-Walton’s skilled a ee 


craftsmen, provides superior matched soles. . . 
because these men have sensitive “X-ray” eyes, ENGLAND-W ALTON 


trained to detect minute differences of inner fibre Sco casted cies, 


Cut soles and sole leather. 


construction of leather. Manufacturers who spec- 
tie Pure oak bark tanned. 
ify E-W FIBRE-SORTED cut soles are assured 


of retailer and customer repeat orders—because sitet nthemmatel 


they're satisfied. A. C. LAWRENCE 
LEATHER COMPANY 


Boston -« Camden + Peabody - New York + St. Louis 
; : : Columbus + Milwaukee - Los Angeles + San Francisco 
iS a unique E-W selling feature. Ashland, Ky. + Newport, Tenn. - Hazelwood, N. C. 


FIBRE-SORTED soles offer that extra value whick 
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Shoe News 





RECORDER REVIEW OF CURRENT HAPPENINGS 


IN THE SHOE TRADE 





Recent Price Changes Show Stabilization 





Isolated Reductions and Increases of Price, And Realignment of Pro- 
duction Emphasis Point to More Settled Conditions for Retailer 


New York—Balanced on what has 
been called “current inflexible costs,” 
price and production realignments, an- 
nounced in the period of the National 
Shoe Fair, produced a picture of far 
greater stability than some circulated 
speculation and rumor would have led 
the retailer to expect. Individual in- 
stances of manufacturers’ intreasing 
prices were well-defined indications 
that reductions in price reflected only 
special circumstances. 

It was recently revealed that the Mel- 
ville Shoe Corporation has reduced the 
price of its Thom McAn men’s shoes 
to a retail price of $5.65, a drop of 30 
cents, and its boys’ and girls’ shoes 
from 6 to 16 cents, in the first action 
of its kind taken by a chain, in the 
popular priced groups. 

Notable among those that decreased 
prices on shoes recently are, in addition 
to Melville Shoe Corp., Palter-DeLiso, 
Inc., who cut prices an average of 83 
cents a pair and up to $2.50 a pair 
wholesale; Brown Shoe Company, re- 
duced prices 40 cents on two of its 
lines; The United States Shoe Corpora- 
tion announced an increased produc- 
tion of Gold Cross shoes of 20 per cent 
and a reduction of $1 on some styles; 
Hamilton, Scheu & Walsh Shoe Com- 
pany reduced prices on several lines 


to enable a retail price drop of $1; 
The George S. Rumley Shoe Company 
reduced its wholesale price $1 a pair 
on all lines. 

Of the companies that increased 
prices, noted are: Brauer Bros. Shoe 
Company increased its wholesale price 
on some shoes from 10 cents to 25 cents 
a pair; Thomasetti Shoe Company in- 
creased the wholesale price 25 cents on 
one of its casual shoes; Tweedie Foot- 
wear Corp., increased wholesale prices 
some 40 cents; The Bourbeuse Shoe 
Company advanced wholesale prices 40 
cents on suede shoes. 

A readjustment of price ranges and 
a production emphasis on middle 
priced shoes was made by the Selby 
Shoe Company. Sixty per cent of pro- 
duction will be concentrated on the 
medium price groups within each type 
of shoe, it was announced. The current 
retail prices of the following brands 
affected by the readjustment are: Arch 
Preservers, $12.95 to $15.95; Styl-Eez 
and Physical Culture, $8.95, $9.95 and 
$10.95; True-Poise, $12.95 to $14.95; 
and Easy Goers, $8.95 and up. 

Several other companies, while not 
actually making a reduction in price, 
readjusted price patterns to concentrate 
on medium priced lines. 





Army Asks for Bids 
For Million Tan Shoes 


Boston, Mass.—The Boston Quar- 
termaster Depot, has asked for bids 
on 1,095,000 pairs of low-quarter tan 
shoes in a size run beginning at 5-A 
and ending at 12-EE. Deliveries are 
to be made monthly as follows: July, 
100,000 pairs; August, 165,000; Sep- 
tember, 168,000; October, 115,000; No- 
vember, 115,000; December, 115,000; 
January, 1948, 115,000; February, 115,- 
000, and March, 86,100. 
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Resumes Convention in Texas 


Fort WortH, Texas— The Texas- 
Southwest Shoe Retailers Association 
will resume its annual conventions and 
showings of manufacturers’ lines, after 
a lapse of nearly six years, at a con- 
vention to be held here on November 
10, 11 and 12, it has been announced 
by Alex Hesselson, president of the 
Association. 


—_——_—— 


General Shoe Raises Wages 


NASHVILLE, TENN.—A wage increase 
of 7% cents per hour has been 
granted all of the employees of the 
General Shoe Corporation, it was an- 
nounced recently by Henry W. Boyd, 
Jr., president of the company here. The 
wage rise affects approximately 12,000 
employees. 


Chain Group Changes 
Name, Elects Officers 


New York—The Popular Price Shoe 
Retailers Association has changed its 
name to the National Association of 
Shoe Chain Stores, in conjunction with 
a broader program of the organization, 





J. O. MOORE 


which will include major problems of 
retail shoe chains in all price ranges, it 
has been announced by J. O. Moore, re- 
cently elected president. 

Mr. Moore noted that the group was 
organized in the early days of war- 
time controls and that since then it 
had been gradually extending its pro- 
gram. The services of the present as- 
sociation, he said, are designed partic- 
ularly to serve retailers engaged in the 
volume distribution of footwear and 
will include the following: 1) labor 
advisory services 2) weekly news bul- 
letin service 3) reports on sales and 
inventory trends 4) fashion merchan- 
dising service 5) legal bulletin service 

[TURN TO PAGE 131, PLEASE) 





Set Next Shoe Fair 
For October 27-30 


New York.—The sext National 
Fair will be held October 27-30 in 
cago, it bes been announced by the 
Fair Committee. The committee made 

following the 
Fair here April 28-May 1. No detail 
have as been 


yet 
October Netienal Shoe Felr w 
Spring of 1948. 
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Shoes Associated 
Elects Officers 


New York—Herbert L. Sommer, of 
Sommer & Kaufmann, San Francisco, 
was elected president of Shoes Associ- 
ated, an organization of 14 stores lo- 
cated from coast to coast, at the annual 
meeting in the Hotel Vanderbilt here 
recently according to a statement by 
Gregory J. Tobin, executive vice-presi- 
dent. 

In accordance with the policy of ro- 
tation of officers, Mr. Sommer will suc- 
ceed George B. Hess, who has led the 
organization through the formative pe- 
riod of the last two years, Mr. Tobin 
said. 

Other officers elected are: Harold F. 
Volk, vice-president Volk Bros. Co., 
Dallas; Edward C. Orr, vice-president, 
Potter Shoe Co., Cincinnati, O.; Wind- 
sor Belfield, secretary, W. H. Steiger- 
walt, Philadelphia, Pa.; William Mor- 
gan, treasurer, C. A. Verner Co., Pitts- 
burgh, Pa, 


WAA May Surplus 
Footwear Sale Announced 


NEw York—Offerings of govern- 
ment surplus property in the New 
York-New Jersey area through mid- 
May, totalling approximately $140,- 
000,000 in acquisition cost, 

Sealed bid offerings include rubber 
foot wear, consisting of 10,300 pairs of 
arctics, 36,862 pairs of sea boots 
(mukluks), and 1006 pairs of knee 
boots bid opening May 20. 


Special Measure Shoes Made for Vets 





Orthopedic Footwear Clinic of Boston Quartermaster Depot, for 
Vets with Deformed Feet, Result of Planning by Vet 
Administration and War Department. 


Boston, Mass.—After many months 
of negotiation and planning between 
the War Department and the Veterans 
Administration, orthopedic special mea- 
sure footwear is now being processed 
for veterans, as well as service men, 
through the facilities of the Orthopedic 
Footwear Clinic of the Boston Quarter- 
master Depot. Requisitions are placed 
with the Veterans Administration; the 
casts are taken under the supervision 
of a doctor at each of the ten desig- 
nated hospital centers; specifications 
are forwarded to the Boston Quarter- 
master Depot for preparation of lasts 
and patterns and arrangement of prco- 
curement for the required footwear. 
Already veterans of both World Wars 
have received this service which was 
established in July, 1945, for service 
men whose feet were maimed or in- 
jured in combat. 

In processing approximately 1500 
pairs of orthopedic special measure 


footwear during the past twenty 
months, the Orthopedic Footwear Clinic 
has developed the techniques and skill 
of fine workmanship. The entire pro- 
gram is geared to the goal of producing 
shoes which will appear as similar to 
a normal shoe and as inconspicuous as 
possible, yet include all the devices and 
appurtenances required for the correct 
care of the injured foot. The conven- 
tional low quarter, three quarter, and 
high shoes have been modified by cor- 
rections within the shoe in such a way 
as to preserve the natural appearance. 
As the initial step in the examina- 
tion, a cast is made of the affected foot 
by a technician for transmittal to the 
Boston Quartermaster Depot. This cast 
is made on the orthopedic castmaking 
machine developed and manufactured 
by The United Shoe Machinery Cor- 

poration. 
During the requisitioning process, the 
[TURN TO PAGE 122, PLEASE] 





Opens Infants’ and 
Children’s Shoe Shop 


FALL River, Mass.—A new shoe de- 
partment for infants and children has 
been established at the Toby-Ann Dress 
Shop, this city, featuring a complete 
line of footwear for boys and girls up 
to and including 13 year olds. 


Will Hold Grand Opening 


OmaHa, Nes.—The Charles J. Ass- 
mann Co., which recently moved into its 
new building at Fifteenth and Farnam 
with a frontage of 44x135 feet, will 
hold its grand opening May 15, accord- 
ing to Mr. Assmann. The men’s shoe 
department is of salon type and fea- 
tures high quality men’s shoes. Archi- 
tects were H. Allan Majestic, Chicago, 
and McDonald & McDonald, of Omaha. 





Shows Industry Profit-Loss for 17 Years 


New YorK—A complete analysis of 
sales and profits of the shoe industry, 
for the years 1926 through 1943, was 
issued recently in a bulletin of the 
National Shoe Manufacturers Associa- 
tion. 

The information is based on Bureau 
of Internal Revenue statistics and 
represents a compilation of sales and 


INCOME RETURNS AND NUMBER OF 


profit and loss figures of all shoe manu- 
facturing companies which filed income 
tax returns during the years covered 
by the analysis. 

The chart supplements similar fig- 
ures previously published by the Asso- 
ciation in 1944, covering the years 1926 
through 1940. 


ESTABLISHMENTS OF FOOTWEAR 


OTHER THAN RUBBER 
1926 through 1940 
(All money figures in thousands of dollars) 


No. No. 
% Profit ofestab. ofestab. Total 


Gross onGross showing showing reporting 

Income Gains Losses Net Gain Income gains losses factories 
1326 $1, 003,391 $50,247 $16,290 $33,957 3.38 669 661 1280 
1927 1,103,871 65,684 12,769 652,915 4.79 741 512 1253 
1928 1,086,820 55,355 16,628 38,727 3.56 695 534 1229 
1929 1,079,730 59,336 15,208 44,128 4.09 711 547 1258 
1930 879,609 33,264 23,173 10,091 1.15 529 725 1254 
1931 739,537 27,032 24,876 2,156 -28 457 708 1165 
1932 586,376 15,167 26,912 —11,745 — 2.00 298 829 1127 
1933 655,960 29,936 14,04 15,890 2.42 506 634 1140 
1934 665,063 26,993 8,254 18,739 2.82 482 642 1124 
1935 688,352 28.281 5,215 23,066 3.35 505 591 1096 
1936 742.616 30,594 5,781 24,813 3.34 543 555 1098 
1937 805,706 24.442 6,112 18,330 2.27 485 601 1086 
1938 677,156 17,4038 6,866 10,537 1.56 359 455 814 
1939 717,328 28,369 6,225 22,144 3.06 387 403 790 
19490 769.511 29,1038 6,292 22,816 2.97 492 480 $72 
1941 1,028,113 46,384 3,102 43,282 4.21 698 286 984 
1942 ... 1,241,553 76,709 1,441 175,268 6.06 750 190 940 
1943 - 1,247,853 $1,647 €95 80.952 6.48 821 97 918 





Dates to Remember 


Fall Shoe Show, Southwestern Shoe Trav- 
elers' Association, Adolphus and Baker 
Hotels, Dallas, Texas. 

May 12, 13, 14, 15, 

Shoe Show Midwestern Shoe Travelers’ 
Association, Paxton Hotel, Omaha, 
Nebraska. May 17, 18, 19, 20, 

Shoe Show, Ohio Shoe Travelers’ Club, 
Hote! Deshler-Wallick, Columbus, O. 

May 18, 19, 20, 

Monthly Shoe Show, Michigan 
Travelers Club, Hotel Statler, Detroit, 
Mich. June |, 2, 3, 

Semi-Annual Convention, West Coast 
Shoe Travelers Associates, Haas Bidg. 
and Hotel Lankershim, Los Angeles, 
Cal. June 15, 16, 17, 18, 

Monthly Shoe Show, Chicago Shoe Trav- 
elers’ Association, Morrison Hotel, 
Chicago. June 23, 24, 25, 

Store Modernization Show, Grand Cen- 
tral Palace, New York City. 

July 7, 8, 9, 10, 11, 12, 1947 

Official Opening of Spring Leathers, 
Tanners Council of America, Waldorf- 
Astoria Hotel, New York. 

ber 4, 5, 


Septem 
Apparel Show, Ak-Sor-Ben Men's Ap- 
parel Club, Inc., Paxton Hotel, 
Omaheo, Neb. 
November 15, 16, 17, 18, 


947 


947 


947 


1947 


1947 


1947 
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Your inventory “picture” 


with this handy 
STOCK RECORD BOOK 


— and forms — 
Shows each size and width of each style or stock 


number. 


Helps you avoid freezing capital in hazard sizes and 
to keep an accurate tab on your best selling selections. 


at a glance, 

































































Black Cloth binder—11 44” x 1334" 

100 Daily Sales and Stock — (Form #100) 
and 1 Comparison Form #105 

1 Inventory Pad (100) sheets #106 
(5 pads $2.00) (10 pads $3.50) 

1 Buying Order Pad orig 
dup) #107 (5 pads $2.00; 10 pads $3.50) 

Master Stock Sheets—Form #103. Fits Binder 
Adaptable for Comparison records. 4c each 
(10% x 13%") 100 for 


(Sample sheets with guide for use sent on request) 


* 
$2.50 
0.50 


(100 sheets—50 . 50 


0.50 


3.50 






























































* 
Sales Record Slips: Form D per pad (100 slips) 0.25 
(100 pads $20.00) 
Refund Record Slips: 










































































Form E per pad (85 slips) 0.25 
(10 pads $2.10) 
omer Record Cards: Form F, 100 1.00 
(Size 5" x 3") (500-$4.50) 
—_—_@— 
Shoe Carton Tickets—Form H—1'%" x 334” 
1000 
t Telelelely 5000 10.00 
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Buying Light At Boston 
Shoe Travelers Show 


Boston, Mass.—With approximately 
160 lines on display in more than 200 
rooms, the Boston Shoe Travelers’ 
Association opened its annual Fall 
shoe show at the Parker House here on 
May 5 with the largest number of ex- 
hibitors on record. 

Early buying, as was the case at the 
National Shoe Fair in New York City, 
was light, though there was consider- 
able nibbling. A strong trend toward 
the branded lines was evident on every 
side, the demand coming from smaller 
merchants in the New England area 
who apparently feel the need of named 
and advertised merchandise 

Most merchants were frank in say- 
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209 S. State Street, Chicago, IIL. 








ing that they have uncomfortably large 
inventories and that the weeks imme- 
diately ahead will be devoted to clear- 
ance. This plus the fact that some of 
the medium and high-grade manufac- 
turers already have partially booked 
their quota of Fall orders or, at least, 
are reserviing stock for orders to come 
in the future from regular customers, 
accounts for the lightness of buying 
during the first two days of the show. 





West Coast Travelers 
Announce June Show Plans 


Los ANGELES, CaLir.—Dave Kline- 
smith, executive secretary of the West 
Coast Shoe Travelers Association. has 
announced that reservations have ai- 
ready been made for some 200 lines to 


be exhibited at the organization’s Fall 
Shoe Show, to be held here from June 
15 to 18, inclusive. 

Those who will attend the show are 
asked to register with Mr. Klinesmith 
in Suite 320 of the Haas Building, 
which will be convention headquarters. 
Exhibits will be housed there as well 
as at the Biltmore and Lankershim 
hotels. 

Business will be emphasized at this 
show, Mr. Klinesmith said. The only 
social event planned is a fashion show 
and dinner dance at the Biltmore Bowl 
on the night of June 17, to which some 
some 800 WCSTA members and visiting 
retailers and manufacturers have been 
invited. The newest in Fall footwear 
fashions from leading manufacturers 
all over the country will be previewed. 

















Boston Boot and Shoe Club 
Elects Officers 
Boston, Mass.—The 58th annual 


dinner meeting of the Boston Boot and 
Shoe Club, held recently in the ballroom 
of the Hotel Statler, was attended by 
one of the largest number of members 
and guests on record. 

Among the guests at the head table 
were a large number of professional 
and amateur athletes, several of whom 
spoke. 

Elected to a second term as presi- 
dent of the club was John E. Daniels. 
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John S. Lanigan was elected vice presi- 
dent to succeed the late Daniel E. Wat- 
son. Two other vice presidents, re- 
elected, are T. Kenyon Holly and W. J. 
McHenry. New members of the execu- 
tive committee are: Walter E. Arnold, 
William Howard and Daniel W. 
Keeler. Members serving another term 
are: A. W. Berkowitz, Francis C. Don- 
ovan, Harvey B. Evans, George E. 
Hamel, Kivie Kaplan, E. J. McCarthy, 
Marcus McWeeney, C. Harvey Moore, 
Charles H. Myers, Clifford O. Miller, 
Paul Rasmussen, Jack Sandler, Charles 
Slosberg and D. Frank Quigley. 





Special Measure Shoes 
Made for Vets 
[CONTINUED FROM PAGE 120] 


doctor analyzes the patient completely 
from the point of view of obtaining a 
shoe to fit the prescription and yet con- 
form to a standard shoe. In the ortho- 
pedic shoe produced by the Boston 
Depot, the innermold automatically 
takes care of such features as arch 
supports, wedges, build-ups, and the 
like. 

When the upper pattern has been 
completed, the component units are 
then sent to the shoe manufacturer who 
is responsible for construction of the 
shoe. Each shoe is handled separately 
and therefore the machines of the fac- 
tory have to be adjusted individually 
for each case. No two sets of Ortho- 
pedic Special Measure Footwear are 
the same. 

After the shoes have been accepted 
at the factory, they are returned to 
the Boston Quartermaster Depot where 
a second check is made by an ortho- 
pedic inspector. Those shoes requiring 
toe posts, special inserts, stub exten- 
sions, and other devices to compensate 
for missing parts are then provided 
with this orthopedic equipment. At 
this time, the shoes are ready for ship- 
ment to the hospital of original order. 

The foundation for the new process 
is the cork innermold. All the correc- 
tions required for each individual case 
are applied to the cork innermold in 
such a way that with the insertion of 
the innermold into the shoe designed 
for that individual, the finished ortho- 
pedic special measure shoe furnishes 
comfort and satisfaction to the wearer. 
An especially ground cork is used to 
insure lightness in weight and at the 
same time furnish the orthopedic tech- 
nician with a substance easily molded. 

All types of orthopedic cases have 
been processed for footwear at the Bos- 
ton Quartermaster Depot. There are 
feet sensitive from the ravages of 
trench-foot and frost-bite. There are 
the more serious cases that require 
amputations. There are feet maimed 
by shot and shell, booby-traps and land- 
mines. Then, there are feet with con- 
genital deformities. Missing heels, 
missing toes, and stub cases are the 
common foot casualties of World 
War II. 

Only those veteran cases requiring 
the use of the orthopedic castmaking 
machine can be processed through the 
Boston Quartermaster Depot. No pro- 
gram has yet been developed whereby 
the veteran can obtain the usual type 
of special measure footwear. 





Re-elected Director 
Of Merchants Association 


AKRON, O.—George Nobil, president 
of the Nobil Shoe Co., has been re- 
elected a director of the Akron Mer- 
chants Assn. for the coming year. 
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Call for Volunteers for 
New Civilian Naval Reserve 


WASHINGTON, D. C.—Appealing for 
enlistment in its new civilian Naval 
Reserve, the U. S. Navy Department 
recently issued an explanatory state- 
ment, part of which follows: 

“An adequate Naval Reserve does not 
create a threat to peace. Rather, it be- 
comes an insurance for that peace. 





This winged lepel insignia hes been 
Issued by the Navy fo denote members 
of the new civilicn Naval Reserve. 


The new Naval Reserve has the facili- 
ties, material and experience to estab- 
lish within the civilian body of the peo- 
ple the protection we need. 

“The modern Navy requires men of 
most trades and skills and it offers, 
through the Naval Reserve organiza- 
tion, training in many of them. Mem- 
bers of the Reserve may either increase 
their learning and improve ther tech- 
nique in the trade they practice or they 
may learn new trades. Courses in the 
Naval aspects of the following are of- 
fered: Accounting, air conditioning, 
aviation specialties, cabinet & wood- 
working, clerical & personnel, commu- 
nications, construction, cooking, elec- 
tricity, electronics, engineering, hospi- 
tal technician, laboratory work, lathe- 
work, machinists, merchandising, met- 
alsmith, meteorology, motor mechanics, 
navigation, pharmacy, photography, 
plumbing & steamfitting, radio, weld- 
ing. 

“For those members who can qualify 
—and the number is limited only by 
the national realization for the needs 
of the Naval Reserve—there are peri- 
odic two-week training cruises, of con- 
centrated instruction. Ships of the Re- 
serve fleet and the active fleet will 
carry Reservists on cruises which often 
make foreign ports of call. “Members 
of the Naval Air Reserve will be able 
to retain, and improve, their flying or 
mechanical] skill in first line planes, 
and can take their concentrated train- 
ing at one of the two dozen Naval Air 
Stations now designated as Reserve. 
training centers. ; 

“Membership in the Reserve offers 
many other advantages. Time spent in 
the Reserve is counted for longevity so 
that for each three years there is an 
increase of 5 per cent in base pay. For 
ex-Navy men of World War II who 
join the Naval Reserve, there is the 
advantage of protection of rate, for 
they are enrolled in the rate they held 
upon discharge, under honorable con- 
ditions. 
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“Those who may now enroll in the 
Naval Reserve are: 1) Navy, Coast 
Guard and Marine Corps veterans of 
World War II, of any age, who served 
honorably for more than six months. 
2) Veterans of any other U. S. mili- 
tary service between the ages of 17 to 
39 inclusive. 3) Non-veterans, in the 
age group, 17-18% years, and 17 to 39 
years, inclusive, since expiration of the 
Selective Service Act on March 31. 





Adds Men’s Shoes 


Koxomo, Inp.—After nine years of 
catering to women’s and children’s 
shoes, the R. & S. Boot Shop has added 
a new complete line of men’s shoes. 


NESLA Graduates Executives 
From Shoe Course 


Boston, Mass.—The second graduat- 
ing class of shoe executives from the 
Work Simplification Course sponsored 
by the New England Shoe and Leather 
Association have been tendered their 
certificates, according to Maxwell Field, 
executive vice-president of the associa- 
tion. 

This course was presented over a 18- 
week period at Boston University’s 
Graduate School of Business by college 
and trade instructors. So popular did 
this course prove, that the Association 
officers plan to sponsor a similar train- 
ing school next season. 








in Remodeling 


Showing the remodeled women's department of The Outlet Co., with its well 
integrated seating and display arrangement. The bleached blond wood 


wall in the foreground curves 
tegrate the department. 
adds d 
in the beckground of the photo. 


ProvipeNce, R. I.—Making the sec- 
ond major change in 23 years, the 
women’s and children’s shoe depart- 
ment at The Outlet Co., here, has been 
relocated in the store and made into 
one of the finest of its kind in New 
England. The activity is part of a 
store-wide remodeling plan started in 
1939 but curtailed during the war 
years. The store’s entire street floor 
has been completely rebuilt and mod- 
ernized to provide a free flow of traffic 
and to speed up the routine of sales 
work. 

“All shoe stock is completely recessed 
directly behind the fixtures,” explains 
I. S. Forbstein, director of the company 
and manager of all those shoe depart- 
ments of the store. “It has been de- 
signed for quick selling; it eliminates 
guesswork. We have hidden space for 
50,000 to 60,000 pairs of shoes which 
are reached through five doorways, 
each adjacent to various shoe sections. 
We are waiting on customers quicker, 


and the sales clerks have much less 
routine 


work.” 


display 
ecross the floor fo sectionalize and in- 


pleasingly 
The contrast of circular and rectangular shadow boxes 
interest. All stock is concealed in the space behind the partitions 


In building the new department, Mr. 
Forbstein sought to do something 
about the slipper business. Finding 
that the salesgirls who sell and fit 
shoes have their minds on a $10 or $15 
sale and therefore do not really want 
to bother with a $3 or $4 pair of slip- 
pers, he decided to establish an en- 
tirely separate slipper section. This is 
adjacent to the shoe department and 
is complete in itself, even to a group 
of chairs, and has its own sales gir! 
who does nothing but sel! slippeys. 

“Stock is so placed that shoes sold 
in various sections of the department 
are right close to each section 

The department features humerous 
nationally advertised lines ranging in 
price from $6.95 to $29.95. 

For the first time, the Outlet has a 
basement shoe department carrying 
lower priced lines up to $4.95. These 
shoes have previously been sold in the 
regular street floor department on bar- 
gain tables, a practice that is now 
eliminated. 
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WEST COAST 


SHOE TRAVELERS ASSOCIATES 


yy 


HAAS BUILDING 
BILTMORE HOTEL 
LANKERSHIM HOTEL 
ALEXANDRIA HOTEL 

















A group of prominent men in the shoe industry, seated 
at a front table at the New York Boot and Shoe Travélers 
dinner and entertainment at the Pennsylvania Hotel during 
the Shoe Fair in New York. Reading clockwise, beginning 
with William Burger in the left middle foreground, they ére: 
William Burger, president of the New York Boot and Shoe 
Travelers, David S$. Cohen, president of the Shoe Manufac- 
turers Board of Trade of New York, Benjamin Schwartz, 
former president of the Guild of Better Shoe Manufactar- 
ers and head of Schwartz & Benjomin, Irving E. Grossmann, 


124 


president of the Guild of Better Shoe Manufacturers, Oscer 
C. Orman, secretary-manager of the St. Louis Manufactur- 
ers Association, James Legg, president of the St. Louis 
Manufacturers Association, Harold R. Quimby, secretary 
of the National Shoe Manufacturers Association, E. S. 
Gerberich, head of Gerberich-Payne Shoe Co., Arthur L. 
Salomon, Curtis-Stephens-Embry Co., Guy E. Manley, E. P. 
Reed & Co., Everit B. Terhune, president of BOOT AND 
SHOE RECORDER, and Irving Giass, executive vice-presi- 
dent of the Tanners Council of America. 


Boot ond Shoe Recorde: 
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Werld's largest advertising service 
orgenizction 


342 Madison Avenue, New York City 














FIT COMES FIRST 
with the original 
SHOE DOCTOR SHRINKERS 
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Special combination offer $32.50 (fluids 
included in above prices). 








Fall Styles Ride High 
[CONTINUED FROM “PAGE 75] 


the V-throat has appeared not only for 
older women but also on a low heel for 
young girls. The round throat is seen 
often, but the d’Orsay is prevalent on 
untrimmed closed pumps as well as on 
slings. 

Perhaps the most important pump in 
the market today is the flat version, 
either on wedge or outside heel, usually 
untrimmed. It has proved itself a good 
basic shell on which to build a variety 
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‘ *ADULT MODEL $15.00 
*JUNIOR MODEL $12.50 


Efficieney 
Of Fit 


YOURS WITH THE NEW 
Levee 
Wien the Brannock Adult and 
Junior Model Devices, the shoe fitter 
con get immediate “Heel-to-Ball” — 
“Heel-to-Toe” —"Width-at-Ball” direct 
mecsurements. This meons speedy, 
occurate fitting; more sales per fitter; 
with their subsequent costly and 
troublesome exchanges. 
*Available at special cooperative price 


if ordered through certain shoe manu- 
focturers—for this list and full details 
write to 


THE BRANNOC 
COMPA 


K DEVICE 
ANY 
New 





of styles by adding an ankle strap, a 
sabot, a narrow instep strap, a ghillie 
tie. Its possibilities appear to be end- 
less. 

Detailing owes its effectiveness to 
simplicity. Ornaments continue to be 
used on pumps, but they are not fussy. 
Piping, stitching, scalloping and cut- 
outs are among the finest treatments. 
Asymmetric lines are good and draping 
is often used in this way, sometimes to 
produce the effect of a vamp ornament. 
This line is also important to the basic 
silhouette in many shoes where the 
shank is open, sometimes cut on a slant 
to the sole. 

Straps and buckles are noteworthy 
on tailored shoes, particularly in the 
company of a kiltie tongue. And but- 
tons are everywhere—leather buttons 
on tailored types, dainty pearl buttons 
on dressier patterns, many of them 
non-functional. As already noted, high- 
riding tongues are favorites. 

Practically every exhibitor had a 
rew closed-toe last in his line. Manu- 
facturers are working hard to produce 
well fitting, comfortable closed shoes 
for feet accustomed to the freedom of 
open shoes. Walled lasts are liked for 
tailored shoes and some dressier styles, 
but the more important last for the lat- 
ter has a slenderly rounded toe with 
plenty of height over the great toe. 
Rounded toes range all the way from 
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S560 Handsewn Black Waterproof Bik 
Men’s 6%-11 $3.00 
Boys’ 2%-6 $2.90 
Littleway Black Waterproof Elk 
Men's 6%-11 +4 

Boys’ 2%-6¢ 
S766 Women's Littleway Brown Upper 
Elk 4-8 $2.50 
S764 Women's Littleway White Elk 
Uppers—White Soles $2.50 
S743 Men's Littleway Brown Split 
Retan Upper 6% toll $1.86 


GROWING GIRLS’ FAST SELLERS 


Three styles! Quality Elk Uppers, Red | 
Soles and Heels. 


S756 


335 Brown M 





& CHARLES SPIEGEL CO., INC. 
Sclem, Mass. 














baby toes, which are enjoying a great 
revival for youthful styles, to a slender 
tapered toe. 

Platforms look good not only on san- 
dals and open-toed slings, but on new 
closed toe shoes. These are usually a 
%- or %-inch, seldom over % of an 
inch on any style. While platform orna- 
mentation has been abandoned, the use 
of a contrasting strip of leather set 
midway on the higher platforms gives 
them needed The newest heels 
are slim 26/8 and 28/8 with a long- 
stemmed look. Still, manufacturers 
continue the Spring’s strong midway 
heel trend on a variety of styles, both 
dressy and tailored. While a real “flat- 
tie” is still good for a certain trade, 
manufacturers are meeting a growing 
demand for “higher flats”—11/8, 12/8 
and up to 14/8. 


Buy Savings Bonds 
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ot of Class 


at every showing 


When the Winner is picked, it is always 
sponsored by the J. M. Connell Shoe Co. 
whether it’s English Riding Boots — strap- 
ped or side-gored jodhpurs—or “Sea 
Boots”—Connell Shoe products take the 
Blue Ribbon and medal! for all honors. 


ALL styles available in brown and black. 















Capitalize on LIFE MAGAZINE 
May 5 article 





Kiding Chthes : 


reature J. M. CONNELL’S -Hecdabil Boots—for YOUR sales. 


J. M. Connell Shoe Co., South Braintree, Mass. 
Pacific Coast Distributors — Martin Lee Shoe Company, Los Angeles 





Shoes and Cocktails Served Movie Elite 





The only thing missing in this picture is Charlie McCarthy. From left te right, 
these rather unusual people are Mrs. Edgar Bergen, Caesar Romero with beard, 
an unidentified model, and Edgar Bergen. Note shoe on silver tray. 


Los ANGELES, CAL.—An eyeful of 
movie celebrities decorated the recent 
opening of Seymour Troy’s shoe salon 
in Don Loper’s swank Sunset Strip 
custom dress shop in Hollywood. Cock- 
tails and shoe styles were offered on 
silver trays for guests’ consumption and 
inspection, respectively. 

A feature of the premiere that was 


126 


as indigenous to Hollywood as dark 
glasses was the crowning of actor 
Caesar Romero as Prince Charming and 
actress Janet Blair as his Cinderella. 
Romero thereupon fitted Miss Blair 
with a pair of evening shoes made en- 
tirely of gold sequins. 

Other fame-encrusted names present 
included June Havoc, Anne Baxter and 


husband John Hodiak, the Reggie Gar- 
diners, the Jchn Beals, Hedda Hopper, 
the Edgar Bergens, the Nunnally 
Johnsons, Carole Landis, Celeste Holm 
and Diana Lynn. 


Files Add Service to 
New Juvenile Department 


Detroit, MicH.—A new juvenile shoe 
department, under Barry N. Zomer, 
formerly of Wanamaker’s and Macy’s 
in New York, has been opened in the 
Hansel and Gretel Shop, at 17745 
Grand River Avenue, in the Redford 
section of this city. 

Located at the rear of the shop, the 
department is small] but brightly dec- 
orated, with chrome finished chairs for 
adults and rockers for children in pas- 
tel pink upholstery. Above a circular 
sofa is a painting of Hansel and Gretel. 
Several blue high chairs are provided 
for infants. 

Outstanding is the method by which 
Zomer follows up sales. Detailed 3 x 5 
inch card files are kept of all cus- 
tomers, the date of sale, birthday, and 
foot problems. Birthday cards are sent 
out on the appropriate date and month- 
ly file checks enable Zomer to remind 
parents of their children’s orthopedic 
problems and date of last chéck. The 
special orthopedic attention and equip- 
ment to handle minor shoe repairs 
round out a complete foot service. 
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Ballerinas Animate Spring 
Shoe Window 





Boston, Mass.—Ciothed in yards of 
white tulle, these slowly revolving balle- 
rines cl suggest the light foot 
and heart of Spring, concretely offered 
by the display shoe models, in this win- 
dow by William Van Loon Studios for the 





Joseph Antell shoe store, Newbery 
street, here. 
Army Orders Boots 
And Football Shoes 
Boston, Mass. — Combat service 


boots and football shoes, totaling in 
value approximately $26,000, are in- 
cluded in a recent procurement an- 
nouncement from the Boston Quater- 
master Depot. 

The Shelby Shoe Company has been 
authorized to make 1332 pairs of the 
boots in supplemental or unusual sizes; 
Spot-Bilt, Inc., of Chicago, will make 
1700 pairs of the football shoes. The 
price per pair of the former is $8.693; 
that of the latter, $8.30. 





Window Assaults Pride to 
Break Sales Resistance 





Philadelphia, Pa.—Sensitizing the shoe 
consciousness of the male tor, this 
window of The Hub, in Wilkes-Barre, 
works psychological wonders on sales 
resistance by focusing attention on the 
value of well-shod feet. Fundamentally, 
the theme is the old but effective “then- 
and-now”™ angle. The display is the work 
of Thomas MacHale, manager of the shoe 
department. 
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“The Shoe Of 

The BABY 

Determines 

The FOOT Of The ADULT.” 





fy 1OBAL BABY SxO8S 


| Those tiny feet entrusted to Ideal Baby Shoes are prop- 
erly fitted well into her third year. Yes, Foot Health 
follows the right start in Ideal Baby Shoes. . . . They're 

made by skilled specialists from the finest materials 
best suited to such important footwear. 


DANVERS, 


71 WEST 35th STREET 
NEW YORK 1, N. Y. 





New Salon Sells High Style 
And Sport Shoes for Women 


Detrorr, MicH.—Edna’s Shoe Salon, 
recently opened near the midtown shop- 
ping district at 8060 Second Boulevard, 
introduced a new type of store to this 
city. Devoted to high style and sports 
shoes for women, the shop is in the 
heart of an important apartment and 
rooming-house district. 

A distinctive front is achieved by a 
large bay-type display window, with 
French doors providing access on either 
side. Entrance is reached by a flight of 





mes. DAY’s [DEAL sasy sHOE co. 


MASSACHUSETIS 


1070 MERCHANDISE MART 
CHICAGO $4, ILLINOIS 








steps from the sid@walk. Open displays 
and a neon sign are used in the window. 

The store has dark red carpeting and 
a deep pastel pink wali and ceiling 
surface, illuminated by fluorescent 
lamps. Settees, upholstered in bright 
yellow and blue, contrast with formal 
wooden chairs, trimmed in blue leath- 
erette. 

Opened by Mrs. Edna Hirsch, whose 
husband, Jerry Hirsch, was formerly 
manager of Earl’s Shoe here, the 
shop has been taken over by Mrs. 
Mathilde Bekgran, a former shoe buyer 
in Germany 11 years ago. 














SNUG FIT RUBBER 


EN CLOGS and SANDALS for MEN 
——— AVAILABLE in -TAN and BLACK 


Unique Construction Feature Builds 
Profitable Business For Jobbers And Dealers 


<—_ _ *PATENTED 
p ? SANDAL-STRAP 
PRINCIPLE 


Molded in One Piece 


Sandal strap principle molded in the rubber—extending from 
the base of the arch to the top of back of ru 

the rubber from coming off or flopping at the heel under any 
service conditions. A dressy rubber for dress shoe tailored to fit 


with no gaps. 


NO FABRIC OR FILLERS * FEATHERWEIGHT 
FOLDABLE + CLEANS INSIDE AND OUT 


Stock three sizes of each item and cover the 
range of men's shoes 


A PROFITABLE LINE TO RETAIL 





TAN BLACK 
CLOGS ..... $1.75 $1.50 per pair 
SANDALS ... $2.00 $1.75 per pair 


TINGLEY - RELIANCE RUBBER CORPORATION 























Established 1896 RAHWAY, NEW JERSEY 
munecnnauananeoininny 
S  Weeanase ISELIN & Co.. INC. : 
. FOUNDED 1808 = 
= Our factoring service makes it possible actors... 

for the shoe executive to devote full time , 

to production and selling activities—the aw — —_ 
real sourte of profits. bg wa Leather 
Inquiries invited niente 
357 Fourth Avenue NEW YORK = 
Branch Offices = 
LYNCHRURG, VA. GRAND RAPIDS. MICE. LOS ANGEI ES, CALIF. = 
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Obituaries 


Elias E. Evans 


Scranton, Pa. — Elias E. Evans, 
president of Lewis & Reilly, Inc., the 
city’s largest shoe store, died at his 
home April 30. He was 85 years old. 

A native of Wales, Mr. Evans began 
his business career in West Scranton 
where he bought a store in partnership 
with his brother, Roger. His first wife, 
the former Ellen Price, died in 1891. 
In 1909 he married Jennie Lewis, a 
partner in the shoe firm of Lewis, 
Reilly & Davis. 

Mr. Evans was a school director for 
12 years, one of the founders of Ply- 
mouth Congregational Church, and the 
first layman to be chosen nioderator 
of the Northeastern Pennsylvania As- 
sociation of Congregational and Chris- 
tian Churches. He was a member of 
several Masonic bodies. 

Surviving are three children by his 
first wife, Gordon Evans, vice presi- 
dent and general manager of Lewis & 
Reilly, Inc.; Brinley R. Evans, Phila- 
delphia, and Mrs. Elizabeth P. Wilkins, 
Chinchilla. 


Frank McElroy 


Detroit, MicoH.—Frank McElroy, 64, 
Port Huron, Mich., shoe retailer, died 
suddenly last month, several weeks 
after apparent recovery from monoxide 
poisoning. 

He established the McElroy Shoe 
Company about twenty-five years ago, 
operating the store up till the time of 
his death, and was for a number of 
years a director of the Michigan Shoe 
Retailers Association. 

He is survived by his widow. Inter- 
ment was in Lakeside Cemetery, Port 
Huron, attended by a delegation 
of Detroit shoemen. 


Mrs. Cecile Frederick 


New YorK—Mrs. Cecile Frederick, 
wife of Robert E. Frederick, president 
of Frederick-Speir Footwear, Inc., Nor- 
walk, Conn., died suddenly May 5th 
while vacationing at Miami Springs, 
Florida. 

Surviving Mrs. Frederick are her 
widower, two daughters, Virginia and 
Carol, and a son, Robert, Jr. 

Funeral services were held May 9 in 
the Fairchild Sons Chapel, in Man- 
hasset, Long Island. The Fredericks 
reside at 198 Trumble Road, Man- 


Fred W. Hilgeman 


CINCINNATI, OnI0—Fred W. Hilge- 
man, who operated a retail shoe store 
in the West End section for 50 years, 
died here recently after a short illness. 

He leaves his widow, Mrs. Alma 
Weidner Hilgeman; a daughter, Mrs. 
Laura L. Frye; a brother, William F. 
Hilgeman; and a sister, Mrs. Elizabeth 
H. Renschler, all of this city. 
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William H. Bresnahan Dies 
Boston, 
May 15 of the sudden passing of Wil- 
liam H. Bresnahan, president of Compo 
Shoe Machinery Corporation, proved 
a shock to many friends in the shoe 
trade here. He was a prominent figure 
in the industry for many years. Mr. 
Bresnahan was stricken with a heart 
attack on May 14, and died shortly 
after at his home at 145 Puritan Rd., 
Swampscott, Mass. He was 59. 

Mr. Bresnahan was the son of the 
late Maurice V. Bresnahan and Mary 
E. Bresnahan. He attended public 
schools in Lynn, Mass., and graduated 


from Phillips Exeter Academy. His | 


interest in shoe machinery dated from 


earliest boyhood, when he worked for | 


his father, inventor of a number of 
machines used in shoe factories. Re- 
turning from World War I, after serv- 
ing in naval aviation, he engaged in 
shoe manufacturing in his native city 
of Lynn. Later he established the 
Bresnahan Shoe Company of Boston. 

It was in his own factory that Mr. 
Bresnahan worked out the details of 
machinery for cemented shoe produc- 
tion for which he applied for patents 
in 1928. With the late Bernard M. 
Solar he formed the Compo Shoe Ma- 
chinery Corporation. Starting with one 
patent in 1928, the firm now holds 100 
patents for the manufacture of shoe 
machinery. 

Today more than 325 firms are 
licensed to make shoes by the Compo 
method, and records at the end of Sep- 
tember, 1946, showed that more than 
800,000,000 pairs or cemented shoes 
have been made on Compo equipmen*. 

Mr. Bresnahan is survived by his 
widow, Mrs. Mary E. Bresnahan, and 
five sisters: Sister Mary Angelica of 
Mt. St. Vincent on-the-Hudson, New 
York; Mrs. Louis Buisson of New 
York; Miss Mary H. Bresnahan and 
Mrs. Frank McHugh, both of Lynn; 
and Mrs. Louis Baer of Marblehead, 


Mass, Funeral services were held at | 


St. John’s Church in Swampscott, with 
a solemn requiem mass on Saturday, 
May 17. 


Firm Honors Memory 
Of Jay Otis Ball 

New York — 
Jay Otis Ball, whose death occurred 
March 26, the organization of Jay Otis 
Ball and Associates, 830 Chrysler 
Building, has prepared a memorial, 
copies of which have been sent to the 
firm’s clients and to Mr. Ball’s wide 
circle of friends. 

“If everyone for whom he did a kind- 
ness or a service, without hope of re- 
muneration, were to bring a blossom 
to his grave,” the message quoted, “he 
would sleep beneath a wilderness of 
flowers.” 

Mr. Ball served the National Shoe 
Manufacturers Association in an execu- 
tive capacity with usefulness and dis- 
tinction for 15 years, from 1928 to 
1943. He was born in Astoria, Il, 
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July 28, 1887, son of Dr. R. M. C. and 
Ella McPherson Ball. His education 
included attendance at Monmouth Col- 
lege and the University of Chicago. 

Mr. Ball entered the advertising field 
in Chicago in 1908. Later, he moved to 
New York to become manager of ad- 
vertising and publicity for Sidney 
Blumenenthal and Co. Inc., of New 
York and Shelton, Connecticut, manu- 
facturers of upholstery, automobile and 
dress velvets. Later he was made sales 
manager, remaining with the firm for 
twelve years. 

In 1928 he was made executive vice- 
president of the National Shoe Manu- 





ovat 





facturers Association, and later elected 


president. In 1944 he organized the 
firm of Jay Otis Ball and Associates, 
Industrial Government and Public Re- 
lations Counsel. Mr. Ball was a regis- 
tered Patent Attorney, member of the 
American Economic Association, the 
Academy of Political and Social Sci- 
ence, the American Public Relations 
Association, the American Council on 
Public Relations and the National As- 
sociation of Public Relations Counsel. 

He leaves his widow, the former 
Mabel Roach of Rushville, Dlinois, and 
his three daughters, Louise, Mary, and 
Virginia. 
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A NEW LINE OF FOOT APPLIANCES 


Designed to give the dealer a professional 
type appliance that will bring him a 


longer margin of profit 


Let us show you how a $50.00 stock of our 
supports backed up by weekly size-ins can 
show a profit of over $1000.00 a year on ten 
sales a week. 


Write today for smali run of sizes or for our cataleg 


OOT APPLIANCE CO. 


1616 LAVACA ST. 


AUSTIN TEXAS 











NEW LOW PRICE 


MEN’S WORK SHOES 
$“) .00 


NET 30 DAYS 

FOB BOSTON 
IMMEDIATE DELIVERY FROM STOCK 
12 PAIR CASES—-REGULAR SIZE RUNS 


ONE PIECE MOLDED SOLE AND WELT- 
ING. NAIL CONSTRUCTION 


Stock #7003 Men's Brown Smooth 
Split Leather Uppers. 


Stock #7004 Same as above only 
Black Smooth Split Leather Uppers. 


Stock #6002 Boys’ Brown — Sizes 














_ ) Seer $1.85 
Stock #6003 Boys’ Black — Sizes 
1-6 and 244-6 ............. $1.85 





CHAS. KEMLER SHOE C0. 


44 Linco 
BOSTON, MASS. 














Urge Improvement 
In Hide Quality 


[CONTINUED FROM PAGE 98] 


duce an even more extreme discount 
for inferior types than we have already 
seen. 

“There is an axiom in the trade that 
all hides and skins will find their mar- 
ket at a price. Such an assumption 
can produce a degree of complacency, a 
feeling that nothing is to be gained 
from trying to change or improve the 
product and methods of sale. It seems 
to me that the assumption is wrong, 
that any producer or merchant should 
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be tremendously concerned with im- 
proving his product and securing the 
highest possible returns based on 
greater quality and value. People want 
good leather shoes and good leather 
products. Ir filling that demand tan- 
ners are not only in competition with 
one another but with substitute and 
competitive materials. To secure a 
preferential place for leather in the 
postwar arena, the tanner and his sup- 
pliers must justify their claims by dem- 
onstrable quality and value.” 


- 


A. V. Fingulin, executive director of | 


the association, and other speakers, also 
stressed the desirability of improving 
hide quality and Mr. Fingulin recom- 
mended the adoption of a code of ethics 
and quality standards for the hide busi- 
ness. 

Price trends came in for discussion 
by John H. Patterson, economist for 
the National Shoe Manufacturers Asso- 
ciation, who could see no indication of 
major cuts in the prices of shoes and 
explained that recent reductions in shoe 
prices have in the main been announced 
by manufacturers who found themselves 
in one or another of four positions, 
namely, those who have found it advis- 
able to consolidate their price lines, 
those who had been selling outside their 
competitive group, those who had raised 
prices beyond what experience has 
shown to be necessary and. who have 
therefore made adjustments to meet 
price resistence, and certain manufac- 
turers of women’s high styled, high 
priced shoes 

Sam Hodge, of Boston, was elected 
president of the association; A. B. Reed, 
ef Joplin, Mo., vice-president; Walter 
H. Smith, of Fort Worth, Tex., secre- 
tary; Isadore Vice, of Chicago, general 
counsel; A. V. Fingulin, Cleveland, 
executive director, and Joe Adler, of 
Chicago, treasurer. 





Marion Palmer Joins 


Shoe Association 


Miss Marion Palmer has joined Shoes 
Associated, effective May 1, to succeed 
Miss Alice Richardson whose resigna- 
tion was recently accepted, it has been 
announced. 


WORLD FAMOUS... 
HOTEL 
BRETTON WOODS, N. H. 


+ aa © 








Peuneunteds THE 
OPENING OF ITS 1947 


SEASON ON JUNE 28 


The shoe industry is cordially in- 
vited to take advantage of its semi- 
annual closing by spending a gaia 
Fourth of July week at the Mt. Wash- 
i ‘ 

The Mt. Washington is superbly ap- 
pointed and graciously serviced, a 
resort hotel for those who enjoy the 
. Reservations should be 
made wel in advance. 


N. Y. OFFICE, HOTEL AMBASSADOR 
Wickersham 2- 1000 
4. J. HENNESSY, Menaging Director 











y 


Miss Palmer will bring to Shoes As- 
sociated long experience in the shoe 
and accessory markets. For several 
years she specialized in these markets 
for Harper’s Bazaar, later becoming 
editor of Creative Footwear, and more 
recently had her own service which 
supplied to the retailer market reports, 
resource reports, fashion and selling 
ideas on the shoe and accessory mar- 
kets. 

As of May 1, Mrs. Ruth Atwood also 
joined the offices of Shoes Associated. 
Mrs. Atwood has been associated with 
Miss Palmer in the accessory field. 
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Let 


hae erdakains BETTER VALUE Build BIGGER CHILDREN’S VOLUME 
For You... 


No. 5681 
Ne. 1401 


Child's and Misses’ 
Brown ond White 
All Leather, Saddie 
Orford 











All Elk Leather, Unlined San- 
dels, Retan Leather Soles. 
Colors 


: Brown, Red, White. 
Sizes $1.65, 8-12, $1.75. 
12-3, $1.75. 

Regular Half Sizes. 





5685 Brown 

5686 White 

No. 5687 Red 

Sizes: 12, 1242-3, $2.40 

Reguior Half Seas 

All Leother Sandals, Leather 

— Leather Insole, Leather 
es. 





ular Half Sizes. 


Sizes: 8 ~12, 12,- 
Reguiar Halt Sites 
Price: $2.45 net. 


GERDA FOOTWEAR CO., INC. 
158 Duane St., New York 13, N. Y. 


—————————_ 








500 Pairs of Women’s Shoes 
Offered for $1 in Sale 


HAZLETON, Pa—In a Dollar Day sale 
reminiscent of prewar merchandising, 
the Leader Department Store offered 
500 pairs of women’s shoes for $1 a 
pair in its basement department. The 
group represented mainly shoes reduced 
for clearance. 





John A. Bush Honored 
On 50th Anniversary 


St. Louis, Mo.—John A. Bush, presi- 
dent of Brown Shoe Company, was hon- 
ored on his 50th anniversary with the 
company at a banquet held in the Crys- 
tal Room of the Coronado Hotel re- 
cently. Of his 50 years with the firm, 
he has spent the past 32 years as 
president. 

The banquet was arranged by the 
board of directors, in appreciation of 
Mr. Bush’s years of service and guid- 
ance. As a memento of the occasion, 
he was presented with a console tele- 
vision set. 

Mr. Bush’s first job with the com- 
pany was that of office boy and elevator 
operator in 1897. Soon after, he was 
appointed assistant in the advertising 
department. His next position was in 
the manufacturing department of one 
of Brown Shoe Company’s factories. 
Later, he was active in the sales end of 
the organization, centering his activi- 
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ties mainly in the Midwestern states. 

Within the next few years he was 
made superintendant of the Blue: Rib- 
bon Factory of the company, a post he 





JOHN A. BUSH 


held for some years. Later he advanced 
to the position of sole leather buyer, 
and later became buyer of both upper 
and sole leathers. In 1912 he rose to 
2 vice-presidency, and in 1915 he suc- 
ceeded George Warren Brown as presi- 
cent. 


In addition to his 50 years of busi- 
ness accomplishment, Mr. Bush has also 
been interested in civic and cultural 
activities. He is a director of the 
Mississippi Valley Trust Company, and 
member of the board of the National 
Shoe Manufacturers Association. 


Chain Group Changes Name 
[CONTINUED FROM PAGE 119] 


6) program of insurance 7) industrial 
and public relations program. 

Following the annual membership 
meeting of the group during the Na- 
tional Shoe Fair, J. O. Moore of Miller- 
Jones Company, Columbus, Ohio, was 
reelected president. Other officers elect- 
ed were: D. W. Herrmann, of Miles 
Shoes, Inc., New York, vice-president; 
Frank J. Schell of Sears, Roebuck & 
Company, Chicago, 2nd vice-president; 
and George L. Smith of G. R. Kinney 
Company, Inc., New York, treasurer. 

The consensus of reports made at 
the meeting, according to Edward At- 
kins, executive secretary of the Asso- 
ciation, indicated that profit margins 
of retail chains had been reduced and 
that “improved-value footwear” had 
produced a gratifying public response. 
Observing that chain stores were opti- 
mistic about fall sales prospects, he 
noted nevertheless that a majority of 
shoe chains were waiting for develop- 
ments before placing the bulk of Fall 
commitments. 
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No. 101, Men's sizes 6-11, medium 
width, two-tone, $4.00 pair. 24 


pairs to case. 





King OF THE HUARACHES ... 


and with reason! This is a real shoe with HUARACHE comfort that your 
summer trade will go for. All leather with welt sole. Entire upper composed 
od Se leather strips in attractive design. Leather lined. Individually 


No. 103, Boys’ sizes 1-5, medium 
width, two-tone, $3.30 pair. 12 
pairs to case. 


RIO GRANDE IMPORTING CO. 


BROWNSVILLE, TEXAS 









F.O.B. 
BROWNSVILLE 
NET 10 DAYS 
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The Adrian Special” 
has a clearer, brighter, picture! 
clearly shows outline of the 
entire foot - not only the 
bony structure. 





















































= a wider Lower Step - 30% low- = 





er then ordinarily - for easier, 
safer mounting. 


New catalogue on request -No obligation ———— 
In Canada: Lester Agencies, Toronto =———— 
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Size-Up Your 
Customers 
[CONTINUED FROM PAGE 110] 


Two styles at the stool for selection are 
usually sufficient. It is a truism that 
a Hobson’s choice: “Which do you like 
best?” in other words, will elicit favor- 
able comment in six cases out of ten. 
If, however, your initial presentation 
is not successful, by all means return 
the shoes you have originally displayed 
to stock before you present a third or 
fourth pair. 
Creating Desire 

Remember, too, that the customer 
wants to know a lot about those shoes. 
After all the purchase dollars are her 
investment and more often than not a 
little added “something” in your pres- 
entation regarding the last, or the type 
of material, or the shank, or counter 


construction, or perhaps the purpose— 
the end use for which the shoe is des- 
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tined, will serve to increase her confi- 
dence in your selection. 

Here you must sell. All of the fac- 
tors which you have previously brought 
into play must be focused on making 
the customer want the shoe because 
your presentation has in effect made it 
a desirable purchase on her part. 
Never overlook the “you-ability” of a 
transaction, for if your merchandise 
dovetails or can be made to dovetail 
with the customer’s desires and needs, 
you have cinched your sale. 

Our economic system is based on an 
exchange of goods or services for a 
monetary consideration. Remember 
that money itself is only a medium of 
exchange and until the consumer 
realizes satisfaction through a planned 
purchase, she has not given full expres- 
sion to the urge that brought her into 
your store. This satisfaction can live 
long after the sale has been consum- 
mated, if you have convinced her that 
she has made a good buy and the goods 
meanwhile fulfill or exceed her original 
expectations. 


Once the customer has arrived at a 
decision, your wrap-up should be com- 
pleted with the utmost courtesy and 
dispatch. The companion item enters 
the picture at this point, but a discus- 
sion of companion item sales is not 
feasible here. This factor will be dis- 
cussed later. 


The Close 


By all means, however, remember 
that many a sale has been lost and many 
a salesman has talked himself out of a 
closed transaction by becoming too 
verbose after the customer has arrived 
at a definite decision to buy. It takes a 
bit of intuition to seize the psychologi- 
cal bull by the horns and you can only 
acquire a sense of sales timing with 
practice, but this timing definitely entails 
your assuming the initiative in closing. 
Eliminate all unnecessary conversation 
and write your sales check at once. Do 
not discuss shoes again until the trans- 
action has been completed. 

It is doubtful that you will ever reach 
the point where you can sit back in the 
smug assumption that your sales per- 
formance is complete or that you have 
learned all there is to know about sell- 
ing merchandise. Constant study and 
practice are essential to successful 
selling. 

On many occasions I’ve heard a 
salesman complain when he has lost a 
sale. It is my contention that a sale 
is never really lost, for that prospect 
remains “suspect” until he has been 
sold. The fact remains that most sales 
are lost through some adverse impres- 
sion the prospect has received, and in a 
great many cases, the fault can be laid 
at the salesmanh’s door. You and I 
know the customer can be wrong, but 
this is an attitude we can never as- 
sume. 

Review every sales situation in your 
own mind and endeavor to analyze 
what motivating factors successfully 
concluded it, or on the other hand, those 
which may have “walked” the prospect. 
Successful salesmen are “born” only in 
the sense they arrive in this world with 
the same capabilities and limitations as 
any other human being. Their success 
must in the main be attributed to prod- 
uct knowledge, a sincere interest in 
human nature, and constant analysis. 
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Music Steps Up Worker 
Efficiency for Johansen 


Sr. Louis, Mo.—The efficacy of mu- | 
sic in the shoe factory to increase pro- | 
duction and to decrease absenteeism, 
worker tension and monotony reaction 






870—Black Kid 
Gore. |! 
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THE FEATURE LINE 
WITH A FUTURE 









Ss after . yeor after yeor, the STRONG ALL KID LINE 
smart retailer looks to arch types for a 
substantial part of his volume and profit. 
Adelia is a down-to-earth line for this 
important market, featuring every oc- 
cepted arch type. Detailed correctly, 
cleanly made of fine kidskin, they ore 
priced right for substantial mark-up with- 
in the volume brackets. All Adelia styles 
ere carried in-stock for same doy de- 
livery. Write or wire your requirements 
today. Catalog on request. 









LONG RUN OF SIZES AND WIDTHS 







$5.00 TO $6.00 netaicens 






PAUL E. JOHANSEN 






ALL IN-STOCK 







has been proven in the new Junior Di- 
vision of Johansen Bros. Shoe Com- 
pany, according to a statement by Paul 
E. Johansen. 

The statement, in part, follows: 

“Shoes moving to music—dancing to 
a waltz—marching in a parade—are 
part of the legend and lore of everyday 
living. But manufacturing shoes te 
music—is a modern and important part 
of today’s improved production picture. 

“A year ago, in April, 1946, Johan- 
sen Bros. Shoe Co., Inc., installed Mu- 
zak, ‘The Planned Music for Industry,’ 
in their new Junior Division. Since 
that date, there has been a steady in- 
crease in production, a decrease in the 
rate of absenteeism, noticeable decrease 
in tension, monotony reaction, and 
fatigue of employees, and a core pleas- 
ant, cheerful atmosphere. 

“When the installation was made, it 
was on a trial basis for a period of 
three months, with the definite pro- 
vision that the permanency of the ser- 
vice would depend entirely upon the 






@07—Black Kid 4 Eyelet 
Gypsy Oxford 4/8 
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MONROE BROTHERS & COMPANY 
8375 NORTH 19TH STREET 
PHILADELPHIA 30, PA, 





results achieved during that interim. 
At the end of the ninety-day period 
a survey was made of the individual 
employees’ reactions, and a check made 
of production figures, which led to a 
decision that music should become a 
permanent fixture, and, if possible, 
should be extended to the entire Johan- 
sen plant. 

“Comparison of production figures, 
before and after the music installation 
at Johansen, showed a gratifying gain. 
The steady upswing of production is 
attributed to a number of reasons in 
addition to the music and it is there- 
fore impossible to state just how much 
music contributed by comparison with 
the other improvements. 

“However, during the month of 
April, when music was available for 
only eight days, there was a 36.3 per 
cent increase in production over March. 
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The month of May showed a record 
increase of 85.5 per cent over March. 
During the following three months, 
there was an average gain of 62.5 per 
cent over the March figures. 

“The rate of decrease in Monday ab- 
senteeism was gratifying. The average 
rate of absenteeism on Mondays, the 
worst day in the week, of course, was 
14.9 per cent. During the three-months 
period after the music was installed, 
there was a decline of 3.9 per cent, 
bringing the average down to 11 per 
cent. 

“It was also found that there was 
a considerable lessening of tension and 


fatigue among employees. They did 
not lease their places of work as fre- 
quently as previously. There was a 
noticeable decrease of reaction to ten- 
sion and monotony. Employees seemed 
fresher and more relaxed during fa- 
tigue hours, particularly before lunch 
and the finishing whistle. 

“A few months after the installation 
of music, a questionnaire was submit- 
ted to the employees of the Junior Di- 
vision to secure their reaction. The 
tabulated results showed that the ma- 
jority of employees felt that the music 
was beneficial to them and to their pro- 
duction capacity.” 
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NON-MARKING BROWN 
RUBBER SOLE & HEEL 
Sizes 6-8, Smooth Sole 
OTHERS — Sport Sole 








Smooth ELK LEATHER 


Packed 36 prs. Case, Sizes 6 to 2— 36 prs. 
or 18 prs. each run, 6/8, 87/12, 127/2—54 prs. 
or 36 prs. each run, 6/8, 87/12, 127/2—108 prs. 


DAVID SHOE co. 


UNLINED SANDALS for immepiate DELIVERY 


UNBEATABLE VALUE AT 





Wholesale Distributors of Juvenile Shoes 
38 NO. 


.40 


PAIR 


$ 


Sizes 127/2, $1.50 
Net 30 days F.O.B. Phila. 


a 
Colors 
BROWN—RED—WHITE 


4TH ST., PHILA. 6, PA. 











Ranhors Aeneviatinn Einpands 
Advice Plan for Small] Business 


New YorK—To aid small business 
men who are as much in need of counsel 
as they are of credit, the Small Busi- 
ness Credit Commission of the Ameri- 
can Bankers Association recently 
launched an expansion of its national 
program devoted to the welfare of 
small enterprises. The Commission 
urged banks to make themselves com- 
munity headquarters for business in- 
formation through establishing a library 
of business material. 

The project is explained in a booklet, 
“Small Business Aids,” mailed to all 
A. B. A. member banks, which tells 
banks how to establish such business 
libraries fitted to the needs of each 
community. It lists sources of informa- 
tion, describes pamphlets and booklets 
useful to business men. 

“There is tangible evidence presented 
in the latest Federal Reserve reports 
that banks are providing adequate 
credit for the nation’s business, par- 
ticularly small business,” it was stated 
by Robert M. Hanes, chairman of the 
Commission, who is president of the 
Wachovia Bank and Trust Company, 
Winston-Salem, North Carolina. He 
added, “Frequently a business man’s 
problem is not so much one of addi- 
tional credit as one of information and 
guiding counsel.” 


In a foreword to the booklet the 


A. _B. A. Small Business Credit Com- 
mission says, “Each year more small 
businesses fail from lack of managerial 
skill and operational facts than for 
any other reason. In the months ahead, 
if casualties are to be kept at a mini- 
mum, small business people will need 





all of the information, guidance, and 
counsel available. New enterprises will 
need coaching even more than existing 
ones; and as competition increases, 
businesses of all kinds must keep better 
informed than ever before if they are 
to grow and prosper.” 





New Bootery Cheerfully Modern 








Chicago, Ill._—This cheerful and pleasantly 





modern interior is the new store of 


the North Shore Bootery, Evanston, lilinois. Beauty and efficiency for shoe mer- 
chandising were achieved by the wall shadow-box settings, designed to cover 


protruding columas and te provide for floral or shoe displays. 


Cornice around 


the entire store ties the wall settings together and conceals indirect lighting. A 
prominent display space is offorded by the low, broad, built-in case in the rear 
partition, behind which all stock is kept. The interior decoration was suggested by 


the Adier-Jones Company, Cateage. 











DISPLAY 


core of all types 
footwear. The 





Vani BOOT SAVER 





IT SELLS ITSELF! 


Sportsmen and outdoor 

sight! Sturdy and compact, this simple device 

assures proper drying and between season 
boots other 

rising worm air circulctes || 

: through and dries them quickly. | 

Le 2 dozen per carton | with convenient display || 


workers buy it on 





and outdoor | 


Consistent No- 








for 
flowal advertising. 
good profit. 





NOEL VAN TILBURG. C0. 





‘Retail price $1.25 leaving a 
jase — direct if 4 
supply 


entices: Ave.S. E. 
Minneacolis 14, Minnesota 
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OSMIC CHEMICAL COMPANY, BROCKTON, MASS. 


rw ta 
jobber, redoy. 


WHITE CLEANER 
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--. Make the Original X-Ray 
Shoe Fitter a Lasting invest- 
ment in Fine Appearance 


An essential fitting aid and sell- 
ing tool, the Original X-Ray 
Shoe Fitter is also an important 
piece of store furniture. As 
such, its appearance and styl- 
ing deserve your careful atten- 
tion. It's compact, well-propor- 
tioned cabinets have long been 
noted for their clean, classic 
simplicity which looks right 
with any type of store interior. 

The beautifully grained cab- 
inet veneers are regularly fin- 
ished in soft, rich, hand-rubbed 
walnut which blends with most 
decorative treatments. How- 
ever, special matching finishes 
are available at slight extra cost. 


Ask the X-Ray Representative 
who calls on you, or write— 


SHOE FITTER Yc. 


3533 NORTH PALMER STREET 


MILWAUKEE 1, WISCONSIN 
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| Old Shoes for Overseas Needy 


Smart Promotion Appeals for 


DenveR, Co1o.—lInjecting a theme 
of international goodwill and relief 
into its shoe promotion, Cramer’s Foot 
Comfort Shop, here, has advertised by 


| radio, newspaper and window display 





| sand pairs of shoes have been sent free 


that it will extend $2 credit for each 
pair of old shoes contributed to a stock- 
pile that will be turned over to the 
World Church Service for distribution 
te the needy overseas. 

To date, approximately one thou- 


by the store to the Denver Council of 
Churches, which turns them over to | 
the World Church Service, according to | 
D. L. Cramer, head of the store. Mr. | 
Cramer says, “We have received let- | 
ters fromm organizations and ministers 
telling us of their appreciation and 
gratitude for this work.” 

The ad used in radio, newspaper and 
display, led off with: “OLD SHOES... 
needed desperately by thousands of 
poverty stricken in war-torn areas, 
bring you $2.00 credit at Cramer’s,” 
and continues in detail with the appeal. 





| Requires Space for Third 
_ Burton Shoe Store 


SACRAMENTO, CAL.—A location has 


| been acquired at 235 First Street in San 


Jose for the third Don Burton Shoe 
Salon, which will be opened, under 
present plans, some time in August, it 
has been announced. This will be the 
largest of the stores owned by Mr. Bur- 


| ton. Two others are located in Sacra- 
| mento and Stockton. 








Father’s Day Brings 
Promotional Opportunities 





New York.—Ffather's Day is June 15th 
and the men's shoe retailer who fails to 
take advantage of promotional oppor- 
tunities is missing a good bet. Of hun- 
dreds of possibilities, the National Fath- 
er’s Day Council here suggested 36 sep- 
arate promotion ideas in its Father's Day 
Check List, which may be obtained free 
by writing to the National Father's Day 


| Council, 50 East 42nd street, New York 





17, N. Y. The photograph is of the off- | 
ciel 1947 Father's Day poster, pet out 
by the Council. 


| sive removable construction ... 


| Shearling inners for extra warmth 
and softness. Some exclusive 


ORDER NOW FOR THIS TERRIFIC 
FALL & WINTER PROMOTION!!! 


The New, Sensational 
STOCKING SLIPPERS 
featuring exclusively 
THE REMOVABLE SOLE 


Off and on in a jiffy . . . the only slipper- 

sock in America with this sanitary feature. 

Launder the sock and replace the sole, 
2800 Series 





| MID-CALF SLIPPER SOC-MOC 


100% wool sock in a genuine 
leather slipper sole. Sole de- 
extra comfort, better fit. Exciv- 













sole ond sock loce off and on 
in a jiffy. Socks can be inter- 
changed (Soc-Moc socks 
ovailable seporately). 

Colors: Red, green, royal bive, 
light blve, moize, pink, white, 
block. With and without 
embroidery. 









Also high end low boot socks 
in grey with red stripes. 

Sizes: lLodies’ Small, Medium 
and Large. Men's Small, Medium 
and Large. Children's Small, 
Medium and Large. 





PRICES 
PLAIN: Lodies’ and Men's $22.50 doz; Socks 
only $12.00 doz. Children's $18.50 doz.; Socks 


only $11.50 doz. 

EMBROIDERED: ladies’ $28.00 doz. ; Socks only 
$18.00 doz. Children’s $24.50 doxz.; Socks only 
$17.00 doz. 

BOOT SOCKS: Low $24.00 doz.; High $25.50 











#700 Series 
GENUINE SHEARLING LEATHER 
MOCCASIN STYLE SOC-MOC 

















removable construction os #800. 
High back heel design affords 
better fit, more support. 
100% wool boot sock, high 
and low, in grey with red 
striping. Excellent to weor in 
wading boots and boot pacs. 


*702-mid-colf sock in same solid 
colors as *800 (above) 
$33.00 doz. 


Sure to be a best seller for all Fall and Winter 
Sports — Skiing, Boating, Fishing, etc. ideal for 


| campers and compus wear. Excellent for locfing 


obout the house. A wonderful gift. 


MARIO wi 


NOVELTIES COMPANY 
268 FOURTH AVE., H. Y.10, HY. 
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CAMP MOCCASINS 











” 


Made te retoil 
Profitably of $5.95 





tear 


"WHITIE” 


. . « the all-white moccasin member of the 
famed Woce-cez family, belongs to the 
inner circle of sharpshooting sales hits! 
Ideal for nurses, waitresses, sportswear. 


Widths: AA and & | 
White “Ponce” Rubber Seles 





WRITE—BETTER STILL—WIRE FOR FURTHER DETAILS! 


HEAVY RUBBER SOLES 


Smartly styled and durably made, 
this moccasin c i 
comfort with long weor. Uppers 
constructed of closely- woven,: 

wn canvas. Leatherelte 
insoles. Lacing provides odjust- 
ment to proper fit. Soles ore heavy, 
non-slip, corded rubber. Men's 
sizes from 6 to 12. Retails for $3.45 


CAT. NO. SPG-11711 


mane $1.60 


a, PRICE. PAIR 


COTTON GYM SOX. 


FULL-CUT-RIBBED ANKLE 


These white, Aat-knitted cotton a sox are full- 
cut with ribbed ankle for sn . Excellent for 
all-day) everyday wear. Highly resilient and 
absorbent for foot health and comfort. Reinforced Po 
heels and toes with trim faring, Sy up rib-knit — 
“tops. Sizes 10 to 12 only. Retails for $45 per pair. Z 















ee 


CAT. NO. SPG-CSS - 
PER ONE 80> 
|| DOZ. PRS. 2: 
| DEALERS NOTE: Write for AMCO'’s 
~ new wholesole ot, ge 
letterhead, of course ‘© more than 
| welcomes’ ity of opening 
| charge accounts enclose proper 
| trode references for our credit department. 


2% TENTH PROX. 


| SAMPLES, IN UNITS OF ONE ONLY, WILL BE SENT TO YOU FOR IN- 
SPECTION POSTPAID, OTHERWISE ALL PRICES ARE F.O.8. ST. LOUIS, MO. 


AMCO SPORTS DISTRIBUTORS 











1006 OLIVE ST. * ST. LOUIS 1, MO. 











Five-Sectioned mae Store Modernizes 





Surrounding the central accessory bar in the renovated Goldberg's shoe store, 
right) the men's and boys’ department, the women's section and the 
children’s department. The simple expedient of chair arrangement departmentalizes 
the interior without suffering the expense of partitioning. A shoe repair shop 


are (lef? te 


is not shown. 


GREENWOOD, Miss. — The recently 
modernized Goldberg’s, “The Complete 
Shoe Store,” established 20 years ago 
here, does not subscribe to the belief 
that success in business should be left 
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department, ladies’ shoe department, 
and shoe repair department. 

The new design gives 10 large show 
windows that extend 70 feet on Caroll- 
ton avenue and 60 feet on Howard 
street. The entrance, which is a new 
feature, consists of a 12-foot glass door 
on the corner with another 3-foot glass 
door on the Carrollton street side. 

Seven brands of children’s shoes are 
merchandised, 13 of women’s shoes, 
and nine of men’s. 

M. Goldberg, founder of the business, 
at present acts in an advisory capacity. 

The “Greenwood Commonwealth,” 
featuring an article on the store’s open 
house, said, “. . . the expansion of the 
business is their offering for the faith 
the firm holds in Greenwood.” 





Arrangement Concluded for 
Shoe Imports to England 


LONDON.—Arrangements have been 
concluded, according to reports, by the 
Board of Trade here forthe import of 
limited quantities of women’s shoes 
to chance. The store now has 2000 from France, French Morocco, Czecho- 





square feet of space in which are five 
departments to satisfy all types and sex 
of customers: bag and hosiery bar, 
men’s shoe department, children’s shoe 


slovakia and Switzerland. This is in 
addition to the “token” imports of 
shoes which are admitted into Britain 
from these countries. 
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They're comfy, too! 


IW STOCK 





One, Two, buckle my shoe, 
1 weer “Little Miss Maffet’, 


HAROLD J. KRASNER 


Room 1006, 47 West 34 St.. N.Y. |, N.Y. 


Welt construction. 


Women's, Children's Footwear 


“LITTLE MISS MUFFET™ 
AN 


D OXFORDS 
SIZE RANGES ARE FROM 4/,-? . 
AND Our FAMOUS DOUBLE DUTY SHOES—S/,-!2 AT $2.00 PR. 


“LITTLE MISS MUFFET", AMERICA'S BEST VALUES! 


Special care is taken in finishing these fine shoes, and extra special 
deliveries are assured. They are made on a fine Pre-Welt construc- 
tion in infants’ sizes, and our child's are made on our Good-Wear 


EDMOR SHOE MFG. CO. 
Herold J. Krasner 
Seles Mgr. 


COMES IN MARY JANES, LITTLE SANDALS 
OF ALL TYPES. 
AT $1.60 PER PAIR 











210 Associates Semi-Annual 
Banquet Held During Fair 


NEw YorK—Under the leadership of 
James J. Molloy, Boston’s 210 Asso- 
ciates, an organization of traveling 
salesmen formed to aid members and 
others of the shoe industry in emer- 
gency, held its semi-annual banquet at 
the Waldorf-Astoria Hotel on Tuesday 
night, May 6, with some 2000 members 
and guests attending. 

Following the dinner, there was a 
brief address of welcome by Mr. Molloy, 
chairman of the banquet committee; 
and by A. S. Burg, president of the 
association, who pictured the history of 


the organization and described its aims 
and accomplishments. 

The entertainment consisted of sing- 
ing and comedy acts put on with Jackie 
Gleason as master of ceremonies, and 
featuring such well-known stars as 
Gertrude Niessen, Willie Howard, 
Maurier Lanza, Hazel Scott and others. 
Music was furnished by a rhumba 
band. 

Members of the banquet committee, in 
addition to Mr. Molloy, were Albert D. 
Aronson, Abe W. Berkowitz, A. A. 
Bloom, Albert E. Gordon, A. D. Knight, 
Walter Reinstein, Philip Brian, Mur- 
ray J. Bernstein, Barney Kane and 
Arthur Serling. 


Frozen Shoes Used For 
Promotion Stunt 


STARKE, FLaA.—A unique promotional 
stunt for demonstration of horsehide 
shoes was carried out by Alverez Store, 
here. 

The shoes, frozen in two cakes of ice, 
were displayed in front of the store. 
Prizes were offered to persons most 
closely guessing the number of hours 
required before the shoes would fall 
out of the melting ice. By coincidence 
two men each guessed 8 hours, 30 min- 
utes, 20 seconds. The correct time was 
8 hours 35 minutes. Each man was 
awarded a pair of horsehide shoes. 
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NEW! 





Genuine U. S. Navy 


BLACK 


FORD 


FULL RANGE OF SIZES : 
from 52 A to 12 EE ms 


—s 


- 





Made by such leading man- 
wfacturers as Fiorsheim, 
Edwin C. Clapp, Nunn Bush, 
etc. Cost to the Govern- 
ment $7.44 pair. 


Sold in Units of 144 pairs 
or Multiple thereof. 


TERMS: 





>. 
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IMMEDIATE DELIVERY 


PAIR 


F.0.B. 
Ch is #1, Ohle 4... eae 








Net 10 to Roted 
Others 
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25% Deposit with Order. Bel. $/D B/L Atteched. 


ASSOCIATES 
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source when you can hove 
the finest binding ovailable? 
Although our present supply of 
ARTUBE RIBBON is limited. we 
still have the binding you need in 
the width you need it. Our repre- 
sentotive will coll on you. 


THE ALLPEECE CORPORATION 


4059 Park Ave. 





B'e BON OF 10Om 







New Yerk 57, N.Y. 
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Prices Are DOWN On Cowboy BOOTS! 


#6010 POTRO PINTO . . High grade leather, Goodyear welt, leather 
lined. Design shown (left) in tan and white. Other designs and colors avail- 
able. 10 to I'/. Individually boxed. $6.95 per pair. 
JOY LEE .. Here is the high quality, high grade leather, low 
price boot you have been looking for. Lined with soft kid, cutout 
designs on uppers; welt sole with built up arch; all leather heels; 
@ true, quality cowboy boot, with fine detail thruout. Individ- 
ually boxed under our own JOYLEE label. Sizes 10 to 3. $5 per 


BROWNSVILLE 


IMPORTERS JOYLEE JUNIOR MAJORETTE. Our own brand, 
leather sole, rubber heel, high grade elk. Individually 
boxed ond labeled. Brown or white. Sizes 7 to 10, 
$3.50 per pair; Sizes 10, to 1, $4.20 per pair. 


BROWNSVILLE, TEXAS 
Terms: 2% 10 days —Net 30 


















Cut Price Up to Twelve 
Per Cent in Shoe Fabrics 


Boston, Mass.—Reductions of price 
on the cotton shoe linings, flannel doub- 
lers, ducks and specialties, effective on 
orders of May 2nd and after, have been 
announced by the Pepperell Manufac- 
turing Company, here. The reductions 
vary from 7% to 12 per cent. 

In making the price cuts, Frank H. 
Russell, of the Shoe Fabrics Division, 
said: “. . . we believe that considering 
the present problems of the shoe indus- 
try, our move is a step in the right 
direction. .. .” 








WEEJUNS 


Production is rising — but so is the 
demand for Bass footwear... Sorry 
but present accounts still come first. 
New York Office: 658 Marbridge Building 
BASS ?ecrwrae 
FOOTWEAR 
WILTON, MAINE 
Meccasins, Ski Boots, Quail Hunters 
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Glove Colors for Fall 
Set for Shoe Tie-in 


New YorkK—Sixteen colors including 
important basic tones and highlight 
shades are portrayed in the 1947 Fall 
Glove Card which The Textile Color 
Card Association has just issued to its 
members. 

Featured in this glove collection are 
Glacé Cltécolate, Victorian Green, Cali- 
fornia Plum, Cloud Taupe, Florida 
Sand, Winter Wine, Strato Grey, Burnt 
Brandy, Country Beige, Cocoa Tan, 
Town Brown, Frost White and the 
highlight colors, Carbib Gold, Coral- 
sheen, Jolly Red and Irish Green. The 
staples, black, white and chamois are 
also specified. 





Introduce Polish for 
Plastic Leather 


New YorkK—A new liquid polish for 
plastic was recently introduced to the 
shoe, handbag, belt and luggage indus- 
tries, by Java Latex and Chemical 
Corporation, 47 West 34 Street, here. 

The manufacturer states that the 
polish will restore the original lustre 
of plastic film after the finished prod- 
uct reaches the packing or shipping 
room. It immediately removes the 
stains, dirt, smudges, and fingerprints 
which so frequently are a problem to 
manufacturers who make products out 
of plastic leathers. 

The new plastic cleaner can be ap- 
plied easily, dries instantaneously, ani 
leaves an invisible protective coating. 





Make Molded Plastic Sandal 


New YorkK.—An all-vinyl, molded 
sandal, for men, women and children, 
has been recently marketed by Pace- 
maker Plastics, Inc., here. 

The molding process prevents the 
straps from pulling away from the sole 
or upper, it is claimed, and the sandal 
is waterproof and wear-resistant. 
Lined in woven plastic with a striped 
effect, it is produced in 24 different 
color combinations and 26 sizes. A 
“cookie” is used for arch support. 


Kansas City Department Store 
Purchased by Macy’s 


New ORLEANS, LAa.—Ownership of 
the John Taylor Dry Goods Co., Kan- 
sas. City, Mo., has been purchased by 
Macy’s, New York, according to an an- 
nouncement made by Jack I. Straus, 
president of Macy’s, and John Taylor, 
Jr., head of the Kansas City depart- 
ment store. The stock was acquired for 
cash. 

Taylor announced that his company 
had negotiated long-term leases for the 
property presently occupied by the 
store. 





They're stronger, wear 
longer, and customers 
notice it! Manufacturers 
will find them easy to 
work, and economical to 
cut for slippers, casuals, 
children’s and women's 
dress and street shoes. 


JohneFlynn & Sons, Inc. 


SALEM, MASSACHUSETTS 
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Our Modern Factory Is Now In Full Production And We 
Are Ready To Supply You With A Complete Line Of Fine 
Leather Sandals For Men, Women And Children 


Lion Sangals 


707 BROADWAY NEW YORK 3, N. Y. 
FORMERLY LION LUGGAGE CO. 




















Middle Atlantic States 
Shown with Most Shoe Stores 


New YorkK—Twenty-eight per cent 
of all United States shoe stores are lo- 
cated in the three states of New York, 
New Jersey and Pennsylvania, despite 
the fact that the same area contains 
only 22 per cent of the retail outlets in 
all lines, according to a survey by the 
Marketing and Research Division of 
Dun & Bradstreet, for Life Magazine. 

In the release, Dun & Bradstreet 
commented: “No census of retail trade 
has been taken by the Government since 
1939, and funds for conducting such a 
census in 1947 were refused by the 
79th Congress.” 





Coordinate Handbags 
With Shoes 


New York—Edwin Fine, son of the 
late Murray D. Fine, who was asso- 
ciated with the Premier Shoe Manu- 
facturing Company from 1919 to 1943, 
has organized the La Jule Handbag 
Company, here, to manufacture high 
style handbags for coordination with 
shoe sales. 

Mr. Fine, discharged from the Army 
Air Force in November, 1945, after 
three years’ service as a bombardier, 
said that an arrangement has been 
made with two shoe manufacturers, 
Cioni Shoes, Inc., and Bender & Gold- 
berg, in Brooklyn, by which styles are 

















An Accurate, Visual Record of Your Stock 


SHOE CARTON TICKETS | 





y Me IL) 
Me 
JUL 

















' FORM "Hi" 
Rt Ont 1000 $2.25 
4“, Bp 8 5000 $10.00 


WITH SIMPLEX CLIPS 
1000 
5000 


$2.50 
$11.25 





Check With Order 
unless C.0.D. Preferred 


Above Prices F.O.B. 


In Stock — 














coordinated. He said that the concern 
is featuring the handbags as matching 
accessories, designed, manufactured 
and finished to complement shoe styles. 
The handbags are made of imported 
calf and suede, East India cobra and 
domestic alligator, and all are suede 
lined. 


Free Children’s Photos 
Draw Parents to Shoe Store 


Suncoox, N. H.—The Rainville Shoe 
Store at 131 Main Street created good- 
will among parents by offering free 
photographs of their children. The pic- 
tures were taken at the store by a well- 
known photographer. 








| a true moccasin con- 
struction — made from speci- 
ally tanned, heavy brown, 
smooth grain leather. 
With leather lace 
and orthepedic 


rubber 















ful shoe men that moke up 
a complete stock record 
system. 


ASK FOR SAMPLES 














Actual size with top folded for use. 


MERCHANT'S SERVICE DEPT. 


209 S. STATE ST. CHICAGO 4, ILL. 





Chicago Immediate delivery 
» Sizes: 6 to 12 Style #B4676 
Form “H" is one of the Price: $2.75 net F. O. B. Boston 
forms designed by 
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Soles Office: 
HOLLYWOOD 


Foctory: 
NORTH HOLLYWOOD, 


46. 





"SHOE OF THE MONTH 


eee made in 


7406 MELROSE AVE. 
CALIFORNIA 


10824 BURBANK BLVD.) 
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white, brown | 
black and 
red elk. 


display carton. 











CALIFORNIA 


CADIE 


(KAY-DEE) 


SHOE CLOTHS 


You can add extra profits to every 
sale by featuring these two fast- 
moving items. They retail for 29¢ 
ond 59¢; packed 2 dozen to the 


No polish, paste or brushes 


| No liquids or powder necessary 


, tart Hye 


THE POLISHAIS RIGHT 
IN CADIE CLOTHS 











About Shoe People 


Jack Levy, president of the Pennsyl- 
vania Wholesale Shoe Travelers’ Asso- 
ciation was in St. Louis recently at- 
tending the Friedman-Shelby Company 
sales meeting. Mr. Levy maintains a 
permanent showroom in the William 
Penn Hotel. On the trip to St. Louis, 
with him, were Mrs. Levy and Mr. and 
Mrs. Joe Hyde. The latter is the son 
of Saul Hyde, an oldtimer with Fried- 
man-Shelby. The main purpose of Mr. 
and Mrs. Levy going to St. Louis was 
to celebrate their 20th wedding anni- 
versary. ed 


Fleming Rowell, who has been for 
some time on the first floor of Jay’s 
Montgomery, Ala., in their adult shoe 
department, has become manager of 
their second floor children’s and colle- 
giate department. 

. * ¢ 

Floyd Johnston, formerly of Tulsa, 
Oklahoma, has taken over the shoe de- 
partment of Nachman and Meertief 
Department store. He has taken the 
place of Woody Carnell, who has moved 
with his family to west Texas. 


William Weinert, owner of the 








Weinert Shoe Store, in Auburn, Ind, 
has been named a member of the re- 
cently-formed Auburn Retail Mer- 
chants’ Committee of the Chamber of 


Commerce. 
o o 7 


G. Edwin Smith, chairman of the 
board of the G. Edwin Smith Shoe Co., 
Columbus, Ohio, has been elected presi- 
dent of the Metropolitan Board of the 
Columbus Y.M.C.A. 

s * * 

Charles Mitchell has purchased the 
Barnes Shoe Store, 205 East State St., 
Ithaca, N. Y., from Neil Kennelly. Mr. 
Mitchell was formerly a partner in the 
Vogue Shoe Store, Endicott, N. Y. 


Joe Marinello has been appointed 
manager of the new children’s shoe de- 
partment at Beekman’s, New Orleans 
clothing specialty store. 

* ¢« & 

George F. Johnson, chairman of the 
board of Endicott Johnson Corp., ar- 
rived in Endicott, N. Y., late last month 
from his winter home in Seabreeze, Fla. 
His health has shown encouraging im- 
provement following a series of colitis 
attacks several weeks ago. 





Alfred Raposa, previously assistant 
manager, Gold Cross shoe department, 
Boston Store in Providence, R. L., has 
been advanced to manager, succeeding 
William R. Briggs, who is now asso- 
ciated with Olsen’s Bootery, Cranston, 
R. I. Mr. Raposa is succeeded as as- 
sistant manager by Joseph Keough, 
who was formerly a salesman in the 
department. 

“ > * 


Frank Hinds, 2908 Monterey Street, 
St. Joseph, Mo., a salesman in Kansas 
and Missouri for the Marion Shoe Divi- 
sion of Daly Brother Shoe Company 
since 1940, has had to retire because 
of ill health. Mr. Hinds’ successor is 
Paul Green, who recently graduated 
from the company’s G.I. training school. 

s* <- 8 


Joe Severance, self-labeled “damn 
Yankee drummer” and Southeastern 
salesman for Stacy-Adams, tells the 
story of how he noticed a gentleman 
craning his neck at the tall buildings 
in New York during the National Shoe 
Fair. “Thinking he might fall over,” 
Joe says, “I spoke to him and to my 
astonishment it was Efird L. Hines, of 
Winston-Salem, N. C., one of the largest 
retailers in the state.” 
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Men’s Goodyear Welt 
Quality Loafers 


e Neolite or Avonite soles 
e Snug fitting counters 
e Leather innersoles 
e Neolite toplifts 
¢ Leather Heels 
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MOCCASINS 








+ Sanath Geode odes atntaines alleen 
* Two rows of Goodyear Littleway lock stitching 


* Reinforced collar 
SORP * Orthopedic rubber soles by PANCO 
Avaitatle in: © Spuctad bard hed edocs contort end Oitiay qpilties 
B Width 8 to 12 of shoes 
C Width 7 to 11 STYLE No. 1070—Men's Sizes 6 to I!....... 1.85 
D Width 5 to 12 STYLE No. 1075—Boys' Sizes | to 5....... 1.80 
STYLE No. 150—Women's Sizes 3 to 9. . 1.80 


eaten testinomemeineih 


Also available . . . Smooth 
rawhide lecing in rich mahogany color, $2.40 per per. 


fer vol beyers. 





L. N. SCHWARTZ & SONS 


410-412 CHERRY STREET 
TARA AR AQAA RAR BS SRS 


all — 
- 







MANUFACTURERS OF 
Athletic Footwear and 
Moccasins Since 1924 












PHILADELPHIA 6, PA. 








Trade Literature 


Ad Study Analyzes 
Retailers’ Post-war Problems 


New YorkK—‘“What the Retailer 
Should Be Thinking About Now,” the 
latest in a series of continuing business 
studies issued by the advertising 
agency of Alfred J. Silberstein—Bert 
Goldsmith, Inc., here, reviews the basic 
problems confronting the retailer in the 
current readjustment period. 

The contents of the publication are 
amply described by the chapter head- 
ings, which are: “The Reailer’s Posi- 
tion in the Nation’s Business Life,” 
“Now-Analyze Markets and Suppliers!” 
“Your Shoe Has Personality .. . Ex- 
ploit It,” “Making Payrolls More Pro- 
ductive.” “The Store Hours Contro- 
versy Is Keen,” “New Competition is 
a Challenge,” “Group Buying Can Be 
An Asset,” “Analyze Before You Ex- 
pand,” “Advertised Brands ... The 
Cornerstone of Retail Success,” “Be 
Curious and Critical About Expenses,” 
“Reduce Markdowns and Walkouts 
with Unit Control,” “The ‘Brain-Trust’ 
of Retailing—The Merchandisers and 
Buyers,” “Points to Consider in Retail 
Advertising,” “A Checklist of Things 
to Think About.” 

The address of the Agency is 9 East 
40th Street, New York 16. 
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Felt Co. Issues Brochure 
On Footwear Product 


Cuicaco, ILL.—Bulletin No. 900, of 
the American Hair & Felt Company, 
recently distributed by the concern, is 
a brochure which describes and illus- 
trates “Ozite Shoe and Slipper Felt.” 

The ozite felt, the company pam- 
phlet states, comes in three types, 100 
per cent hair felt, blend of hair and 
jute, and all jute; and in three forms, 
sole padding, heel padding, and plat- 
form felt. The material is recom- 
mended for stadium boots, platform 
slippers, platform shoes, soft sole slip- 
pers, high style shoes, shearlings, san- 
dals, and children’s booties, 





Issues Illustrated Booklet 
On Shoe History 


publications of its kind. 
The booklet’s contents include a de- 


ent day, manufacturing methods and 
history, as well as an appended sec- 
tion of shoe oddities. 

It is also noted that the shoe collec- 
tion of the late Charles E. Osterkamp 
is on display in the Educational Hall 
of the company’s home office, 1509 
Washington Street, here. Set in glass 
cases, the collection is composed of 
historical and modern shoes from all 
over the world. 


—_— 


Revised “Dictionary of Foreign 
Trade” to Be Published 


New York — Prentice-Hall, New 
York publishers, have announced the 
publication of the newly revised and 
enlarged edition of the “Dictionary of 
Foreign Trade,” by Frank Henius. 

Covering all aspects of foreign trade 
in its broadest sense, the book discusses 
buying, selling, importing, exporting, 
packing, shipping, banking, invoicing, 
customs, insurance and all the other 
activities associated with the organiza- 
tion, management and operation of in- 
ternational trade. 

There are more than 6,000 alphabeti- 
cally entered definitions as well as 3,000 
abbreviations of foreign trade terms. 
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MEN'S SHOES 








@. SouGiAS Fanos CO. BROCKTON IS. MASS 
\ New York Offices, 508-510 Marbridge Bidg . New York 1. NY 


‘West Coast Offices, 401-402 Hass Bidg. Los Angetes 4, Calif 








SANDALS 











SMOOTH ELK LEATHER 
Retan Leather 
Soles 







No. 856 
Colors: BROWN, RED, WHITE 
Sizes: 5-12 $1.65 — 12!4-3 $1.75 


No. 645—Same as above with Serviceable, 


Non-Marking Brown Rubber Soles. 
Sizes: 5-12 $1.55 — 124-3 $1.45 


Packed 34 pairs te case 
Minimem Orders—18 pairs 
Terms: Met 10 deys F.0.8. N. Y. 


ALLIED FOOTWEAR CO. 
154 Duane Street New York 13, N. Y. 
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What’s New 





Market New Soling 


A new soling, claimed by the manu- 
facturer to be superior in many im- 
portant aspects to any bottoming mate- 
rial now on the market, has been an- 
nounced by The B. F. Goodrich Com- 
pany. Marketed under the trade name 
“Silvertown” it is at present being sold 
only to shoe manufacturers. 

Made in a number of true colors, the 
new soling can be stitched or cemented, 
and meets all requirements for fast and 
easy workability, combining firmness, 
strength and long wear with light 
weight, flexibility and resiliency, it is 
asserted. It is slip-proof on both wet 
and dry surfaces, firm enough to main- 
tain a flat tread, and is impervious to 
moisture at any stage of its life, in- 
sulating the foot against heat and cold. 

The soling can be easily edge- 
trimmed, with the edge firm, flat, neat 
and set to a lasting luster. The bottom 
can be buffed to a velvety finish and 
will not mark floors, according to the 
company. 


Add Wax-Treated 
Fabrics to Line 


Shain & Company, Boston fabric 
house, have announced the addition of 
wax-treated fabrics to their line. These, 
treated during the manufacturing 
process wit® an emulsion, are said to 
be water repellent, ani stain and per- 
spiration resistant. The treatment, says 
this company, can be used on fabrics 
for linings and on cotton fabrics used 
for shoe uppers as well. 


New Shoe Sanitizer 
Developed 


A combination fitting stool and shoe 
sanitizer has been developed and is now 
being marketed by the M. B. Adrian & 
Sons X-Ray Company. The fixture is 





The single unit sanitizer eliminates 

the inconvenience of carrying shoes to 

another location—litt the hatch and the 

customer being fitted can see the proc- 
ess for himself. 


in natural walnut trimmed in chrome 
finished aluminum, and accommodates 
two shoes. 

The company asserts that the shoe 
sanitizer will sanitize in one-half the 
usual time, with specially designed 
tubes that require no metal covering 
for support—resulting in more effi- 
cient removal because of full tube 
radiation. 





Three-in-One Shoe Display Unit Marketed 





Philadelphia, Pa.—An unusually adaptable shoe display unit, developed by Lee 
Plastics here. The translucent plastic shoe clips may be used individually or in any 
combination, with or without the rod-stand. Mcy be utilized for counter, show case, 
alcove, shelf, or window display. 
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JOBS | 


WE SELL | 
QUALITY SHOES 
AT A PRICE 
| 


Qvelity Shoes Since 1932 








Serpleses From the Natiea's 
Leading Monutocterens 


M.K. WEIL SHOE CO. 5 
While in Town See Weil 
1215 Washington Ave. 
St. Lovis 3, Mo. 


BARIS SELLS 


Quality Shoes from Surplus 
Merchandise. Better for Less 
BARIS SHOE CO.. Inc. 


WoOrth 2-5180-! 
79-81 Reade St., New York 7, N. Y. 

























WOMEN'S CASUALS 
GENUINE 


HAITI SANDALS | 
Fascinating, Captivating, Exciting — 
for « Home 
* Club 
* Beach 









Lot B-405!, Natural Sisal 
Lot B-4053, Red Sisal 
Lot B-4054, Green Sisal 
Lot B-4055, Brown Sisal 
Lot B-4057, Yellow Sisal 


$455 pr. ner FOB. BAL. 


Women's Sizes 3-8. Eoch Pair Boxed 


P. H. VOLK & Company 


2-4 W. Lombard St. Baltimore 1, Md. 
Importers & Distribstors 

















Buy Savings Bonds | 
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Elastic Fabric and New 
Synthetic Rubber Developed 


New Yorxk.—Successful development 
of a “super processing” synthetic rub- 
ber which improves the appearance and 
production efficiency of many rubber 
products was announced recently by 
United States Rubber Company. 

Rubber boots and shoes, bathing caps, 
and other articles having a bright, 
shiny appearance and produced in white 
or any other color are possible with the 
new rubber, according to John P. Coe, 
vice president of the rubber company, 
and general manager of its synthetic 
rubber division. He added that it also 
improves the finish of tire sidewalls by 
reducing molding blemishes. 





At the same time, a new elastic fabric, 
using a revolutionary manufacturing 
principle, is now being made by United 
States Rubber Company, it was an- 
nounced recently. Uses developed in- 
clude shoes, sport clothes, girdles, swim 
suits and baby pants and upholstery. 

The fabric does not depend upon elas- 
tic yarn or rubber thread for its elas- 
ticity. During its manufacture, spe- 
cially designed fabrics are condensed 
to shorter lengths, spread with natural 
rubber latex, dried and cured. The de- 
gree of stretch is accurately controlled 
by this process. Stretch can be made 
to vary from 50 per cent to 150 per 
cent the length of the material. 





Start Free Laboratory for 
Shoe Cementing Problems 


New York—Creation of a new re- 
search laboratory designed to assist 
shoe manufacturers in solving their 
special shoe cementing problems, was 
announced recently by Adhesive Prod- 
ucts Corporation, here, manufacturers 
of a complete line of rubber and latex 
shoe cements. 

The research service is being offered 
free to shoe manufacturers, the an- 
nouncement states, because most plants 
cannot afford to spend the time and 
money required to develop their own 
laboratory. 

The new free laboratory service is 
under the full-time supervision of 
ehemists and shoe technicians. Its mod- 
ern shoe testing equipment already in- 
cludes a Scott-testing machine, Fad- 
ometer, Oxygen Bomb, and various pre- 
cision viscosity measuring machines. 
These machines are designed to show 
in weeks how bonds will stand up after 
years of war. 

The laboratory welcomes problems 
from manufacturers involving toe-last- 
ing, sole-laying, insole laying, heel 
pads, linings, counters, cloth, leather, 
etc. Samples of proper adhesives are 
sent without charge as soon as indi- 
vidual tests are completed. 








PILOT 
Work Shoes 


At New Low Prices 


Immediate Delivery from Steck 
any quoatity—any size runs 
Brown, Plump, Smooth Split Leather 
Uppers 
“Armortred Cord Wear,” One Piece 
Molded Rubber Sole and Welting 


© Nailed Construction 
® Reinforced At All Points of Wear 


14 Boy's sizes 1-4 $2.30 
Gent's sizes 10-137, $2.00 
The 


PILOT SHOE CO. 
31 Hopkins Plece 





FOOT SOCKS 








LYCO Foot Socks 





Snug Fit 
Prevents Irritation 
Protects Hose 
GRADES: “Celanese Rayon ... per Gen. pairs 
ity Cotton ... 1.80 per dos. pairs 
“Reg. U.S. Pat. Office 
| | SIZES: 8% te 11. 
PACKING: Individual doeen beres alse Colorful 


and attractive COUNTER DIGPLAY (as ibuestreted 
above, 6 dozen assorted. sizes 8% te 11). 
Write for Samples also HOSIERY FORM Information. 


LYONS & COMPANY 


Quolity Shoe Store Sepplies Since 1900 
120 DUANE STREET WEW YORK 7, WN. Y. 
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ENGINEERS’ BOOTS 








SHOE CO., INC., 101 DUANE ST., N. ¥. C. 
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WORK SHOES 
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: Men's Steel Toe Safety Shoes 
Men's Popular Priced Work Shoes 


Union Made 


GOODWILL SHOE COMPANY 
Hollistos, Massechesetts 














PLASTIC SHOE FORMS 











Ladies’, misses’, children's, infants’ 
color only, varied heel 1 
immediate delivery. Write 


samples, also 
Shoe Findings 


HOSIERY FORM details and 
Catalog. 

You are cordially invited to visit our 
exhibit at the 


LYONS & COMPANY 
120 Duane St., New York 7, N. Y. 
QUALITY SHOE STORE SUPPLIES SINCE 1900 
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Financial 
Statements 





Twelve Chain Store Firms 
Show 104 Per Cent Increase 
In °46 

Boston, Mass.—The first 12 chain 
shoe store companies to give their finan- 
cial statements for 1946 showed total 
profits of $14,351,431. It is an increase 
of 104 per cent over 1945. 

The New England Shoe & Leather 
Association revealed that these stores 
net sales amounted to $283,882,064, 
which is a gain of 27 per cent over 
1945. The combined ratio of net profits 
was 5.1 per cent. 

The individual companies’ sales are 
are follows: Edison Bros. Stores—$65,- 
670,766 net sales and $3,182,178 net in- 
come; Melville Shoe Corp.—$60,213,552 
and $3,895,965; A. S. Beck Shoe Corp. 
—$38,509,106 and $2,112,235; G. R. 
Kinney Co.—$32,554,200 and $1,296,- 
642; Schiff Co.—$28,606,878 and $1,- 
897,567; John Irving Shoe Corp.—$14,- 
680,345 and $337,170; Regal Shoe Co.— 
$10,069,938 and $433,963; Cannon Shoe 
Co.—$9,964,360 and $308,585; W. L. 
Douglas Shoe Co. — $9,524,929 and 
$413,494; Feltman-Curme Shoe Co.— 
$6,487,269 and $229,945; Dan Cohen 
Co.—$4,787,837 and $127,241; Pollock’s 
—$2,812,884 and $116,446. 


Schiff Co. Triples Profit in °46 


CoLumBus, OHIO— The Schiff Co., 
here, which operates 315 shoe stores 
and departments in the United States, 
has reported 1946 consolidated net 
profit of $1,897,567 after taxes, com- 
pared with $618,159 in 1945. Cash divi- 
dends amounting to $1.75 per common 
share were paid during 1946. 

After deduction of non-recurring 
profits from the sale of real estate in 
the amount of $275,432, the net profits 
for 1946 was equivalent to $7.28 per 
common share on the 222,750 common 
shares outstanding on Dec. 31, 1946. 
Based on present capitalization, this 
compared with $2.77 per common share 
in 1945. 





First Quarter Report Shows 
Auto-Soler Profit Double 


ATLANTA, GA.—The first quarter re- 
port of the Auto-Soler Company, here, 
shows a net profit 120 per cent larger 
than that of the same period in 1946, 
and 265 per cent above the same period 
in 1945. 

The report showed shipments valued 
at $315,414 for the first quarter of 
1947, as compared with $216,743 in 
1946, an increase of 53 per cent. Total 
net profit in this period was $41,353 in 
1947, as against $18,829 in 1946. 
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HUARACHES 














WOMEN'S GENUINE 


MEXICAN HUARACHES 





ALL LEATHER UPPERS 
LEATHER INNERSOLE 
LEATHER OUTERSOLE 
SIZES: 3 TO 9 
immediate 
Minimum Order 18 
Terms: Net F.O.B. N. Y. 


GERDA FOOTWEAR COMPANY 


158 Duane Street, New York 13, N.Y. 














FOOT APPLIANCES 








: 


ible arch 
$18.00 
pair. ( 
$30.00) 


top 
Ideal 
Also complete line of rubber 
shee corrections. Write catalog. 

LAB. 
14, Calif. 
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sales and big profits. 

fer arch supports and 
A. L. SCHENK ORTHOPEDIC 

1024 W. 7th St. Los Angeles 
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BOWS 














“GLAMORIZERS” 


by ACE BOWS 
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Nons of the SOLES and Suypoliers 


Honored on Retirement After 71 Years 





Felix McCarthy, {second from right) after 71 yeors in the shoe business, is 
honored at a dinner given by the Cincinnati Shoe and Leather Club, in Columbus, 
©. From left to right are: DeForest Bush, president of the Cincinnati Shoe and 
Leather Club; H. L. Lape, Jr., president of the Julian Kokenge Company, from which 
Mr. McCarthy retired after 37 years as leather buyer; and H. N. Lape, Sr., chair- 
mon of the board of the Julian & Kokenge Company. 


Cotumsus, O.—Felix P. McCarthy, 
1819 W. 3rd Ave., here, who retired 
May ist as leather buyer of The Julian 
& Kokenge Co., after 71 years in the 
shoe business, 37 of which have been 
spent with Julian & Kokenge, was hon- 
ored by the Cincinnati Shoe and 
Leather Club, his friends and associ- 
ates at a dinner held recently at the 
Deshler-Wallick Hotel. 

Mr. McCarthy started his career in 
the shoe business in Cincinnati and 
moved to Columbus in 1932, when all 
operations of the Julian & Kokenge Co. 
were consolidated here. He is a di- 
rector of the local shoe manufacturing 


firm and is well-known in the trade. 

In attendance at the dinner honoring 
Mr. McCarthy were about 100 of his 
friends and associates including execu- 
tives of some of the largest leather 
tanning concerns in New England, 
New York, Philadelphia. 

The arrangements for the dinner 
were made under the direction of Thom- 
as Newman of the Geo. W. Newman 
Leather Co. of Cincinnati and Colum- 
bus, chairman; and DeForest Bush. 
president of the Cincinnati Shoe and 
Leather Club. Herbert Lape, Jr., presi- 
dent of The Julian & Kokenge Co., was 
toastmaster. 





Air Vet Made Salesman 
For New Company 


Boston, Mass.—Seymour David, who 
spent three and one-half years in the 
Army Air Forces and who, more re- 
cently, has been gaining shoe experi- 
ence in the retail field, has joined the 
Halroy Shoe Company of Cambridge, 
Mass., as salesman. 

At present covering the eastern part 
of the country, Mr. David plans a trip 
through the West this Summer. His 
company, a fairly recent addition to 
the list of New England shoe factories, 
makes a line of high style women’s 
dress shoes in the medium price field. 

Mr. David, a graduate of Brookline, 
Mass., High School, attended the Uni- 
versity of Vermont until his enlistment 
in the air forces early in the war. 
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Rubber Company’s Shoe 
Advertising Wins Plaque 

CotumBus, 0.—A plaque announcing 
that the Gro-Cord Rubber Company, 
Lima, is a winner in the annual “Ad 
of the Year” contest conducted by the 
Advertising Club of the Columbus 
Chamber of Commerce has been re- 
ceived by Virgil M. Knisely, vice presi- 
dent and sales manager. 

The recognition comes particularly 
for the Lima firm’s four-color catalog 
sent to shoe factories throughout the 
United States. This year’s publication 
is a departure from previous catalogs, 
both in the more liberal use of color 
and in the more dramatic illustration 
of the products. Gro-Cord’s catalog 
was entered in the competition by Byer 
& Bowman Advertising Agency. 


Made Southwestern 


Representative 


PORTSMOUTH, O.—James V. Shea has 
been appointed sales representative by 
the Selby Shoe Company for Styl-Eez 
anu &asey Goer lines in California, 
Nevada, Arizona and New Mexico. 





JAMES V. SHEA 


Mr. Shea’s retail shoe experience is 
broad, having risen from shoe sales- 
man to merchandising executive with 
the May Company department store in 
Los Angeles. In his new position, Mr. 
Shea will be located at 816 Haas Build- 
ing, Los Angeles. 





Made Southern Salesman 
For Acrobat Shoe Company 


NASHVILLE, TENN.—Charles R. Oakes 
has been appointed sales representa- 





CHARLES R. CAKES 


tive in Georgia and Florida by the Ac- 
robat Shoe Company, division of the 
General Shoe Corporation, here, ac- 
cording to a recent announcement by 
Burton Huffman, sales manager. 
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Eaton Appoints 
Two Representatives 


Boston, Mass.—The Charles A. 
Eaton Company, of Brockton, Mass. 
has appointed two new representatives 
to contact dealers who have been wait- 
for franchises, it has been announced. 
During the war and immediately fol- 





ROBERT A. EATON 


lowing, it was said, these franchises 
were unavailable in many places be- 
cause of shortages. 

The two representatives are Robert 
A. Eaton, who will represent the com- 





GEORGE W. CORBETT 


pany in Ohio, western Pennsylvania, 
West Virginia, and Kentucky; and 
George W. Corbett, who will cover the 
six New England states. 





Nettleton Appoints 
Advertising Manager 


BuFFALO, N. Y.—Robert Cook, vice- 
president of the A. E. Nettleton Co., 
Syracuse, N. Y., has announced ap- 
pointment of Russell E. McLean as ad- 
vertising manager. McLean was a 
graphic arts instructor in the School 
of Journalism at Syracuse University. 

Formerly associated with W. H. H. 
Chamberlain, Inc., he is a graduate of 
Carnegie Institute of Technology, and 
attended Sibley College of Mechanical 
Engineering and Cornell University. 
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Opens Brooklyn Plant 


New York.—More than 200 of the 
fashion authorities, buyers and mer- 
chants who converged on New York 
during the National Shoe Fair, attend- 
ed the recent opening of the new Holi- 
day Casual plant at 601 39th St., 
Brooklyn. 

In a short address to the gathering, 
Edward White of the Holiday Casuals 
organization called for continued confi- 
dence in the future of American busi- 
ness. 

“There is no reason for any pessi- 
mism,” said Mr. White, “for those of 
us who believe in offering the public 
quality merchandise at prices that rep- 
resent honest values. 

“Branded lines with established con- 
sumer acceptance based on those ele- 
ments of quality and value will, in my 
opinion, experience a successful sales 
picture in 1947. 


Garafalo Appoints 
Sales Representatives 


NEw YORK—Emil Garafolo, president 
of E. Garafalo Manufacturing Corp. 
located at 57 Thames Street, Brooklyn, 
makers of fine quality women’s fashion 
shoes, today announced the appoint- 
ment of Holden & Griffin, Room 3120 
Empire State Building, New York City 
as their sales representatives. Holden 
& Griffin will represent them through- 
out the entire eastern section of the 
United States, in Chicago, St. Louis 
and all points east, including the south. 





Will Join Sales Staff 
Of L. B. Evans Co. 


Boston, Mass.—Russell L. Carl, av 
present head of the men’s shoe depart- 
ment of Kaufmann’s department store 
in Pittsburgh, will join the sales staff 
of L. B. Evans’ Son Company, Wake- 
field, Mass., on July Ist, it has been an- 





RUSSELL L. CARL 


nounced. He will handle the line of 
Evans’ men’s slippers in Pennsylvania, 
Virginia, West Vriginia and Maryland. 

Mr. Carl became associated with 
Kaufmann’s twenty years ago, imme- 
diately after his graduation from the 
University of Pittsburgh, where he re- 
ceived his degree. For the past thirteen 
years he has managed the men’s shoe 
department. 





United Last Modelmakers Confer 





Model makers of the United Last Company preseat at a recent meeting in Boston 
are: (seated, left to right) Adolph Ernst, St. Louis, Krentler Bros.; Chas. Domaire, 
Rochester, Empire Last; J. W. Holmes, president, United Last, Thomas Giblin, Mont- 
real, United Last, Ltd.; Ernest Eiche, Milwaukee, Krentier Bros.; (standing, left to 
right) G. A. Adams, Jr., Boston; O. S$. Porter, Boston; L. Williams, Lawrence, 
Gardiner Branch; J. Berninger, Lawrence, Gardiner Branch; John Koch, Brooklya, 
Stewart & Potter; E. G. Tremaine, Boston; L. W. Brown, New York, Style Studie; 
A. Gastonguay, Auburn, Me.; Fitz Bros.; R. J. Holmes, Boston. 


Boston, Mass.—At a meeting of the 
head modelmakers of the United Last 
Company, recently held here under the 
direction of O. S. Porter, the company’s 
successful and proven method of model- 


making and grading was the subject 
of discussion. 

The meeting was followed by a ban- 
quet at the Parker House which high- 
lighted the two-day session. 
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DISPLAYERS 
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CRYSTAL CLEAR 


” Lucite” 
SHOE STANDS 











stands made. All 
*. 3 tier base: 
yi "—12"— 


HECHT FIXTURE CO. 
212 S. Franklin St., Chicago 6 
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SHOE CLEANERS 








SENSATIONAL 


White Dry Shoe Cleaner 





Cost, $1.85 Dz. — $19.20 Gr. 


ORDER FROM YOUR JOBBER 
OR DIRECT FROM FACTORY 


S & M CHEMICAL CO., Inc. 


2900 S. Michigans Ave., Chicago, Mi. 
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Made New Merchandise 
Manager of Salon 


New YorkK—Herman B. Delman, 
president of Delman, Inc., has an- 
nounced the appointment of Herbert 
Lane to the position of merchandise 
manager of the Delman shoe salon at 
Bergdorf-Goodman. 

Mr. Lane was formerly associated 
with R. H. Macy affiliate, L. Bam- 
berger & Company in Newark, N. J. 
He served for two years with the 
United States Marine Corps and is a 
member of the United States Marine 
Corps Officers’ Reserve. 

John I. Davidson, former merchan- 
dise manager of the salon, has been 
appointed to the new position of sales 
manager in charge of the Wholesale 
Division at the Delman factory here. 

Mr. Davidson has for many years 
been associated with the Delman Cor- 
poration. In previous years he held 
the position of manager of the Delman 
shoe salon in London, England. In his 
new appointment he will establish a 
personal contact system with the na- 
tion-wide Delman agencies. 





Canadian Hide Stocks 
Higher in °46 

OTTAWA, ONTARIO—Stocks of raw 
cattle hides held by tanners, packers 
and dealers in Canada amounted to 
660,274 at the end of December, 1946 
compared with 625,165 at the end of 
November 1946 and 882,448 at the end 
of December 1945. Total stocks on hand 
at the end of December, 1946 were made 
up of 652,126 hides of domestic origin 
and 8,148 hides of foreign origin. The 
domestic stock included 511,615 packer 
or small packer and 140,511 country 
hides, 

Calf and kid skins on hand increased 
from 466,869 at the end of November, 
1946 to 575,649 at the end of December, 
1946, and were also up as compared 
with December 1945 when the total was 
522,868. Stocks of other types at the 
end of December, 1946 included 86,- 
365 dozen sheep and lamb skins, 118,- 
466 goat and kid skins and 29,553 horse 
hides. 


International Shoe Division 
Holds Sales Conference 


MANCHESTER, N. H.—About 55 sales- 
men from all the Atlantic seaboard 
states attended an exhibit of the fall 
and winter lines of the Sundial Shoe 
Division of the International Shoe Co. 
and three-day sales conference, held at 
the Manchester Country Club. 

Speakers at the opening session in- 
cluded John A. Urquhart, Eastern gen- 
eral manager; S. Kenneth Bruce, East- 
ern general sales manager; Fred W. 
Cote, general factory superintendent; 
Fred H. Tibbitts, manager of Eastern 
sole leather, and Charles H. Laramy, 
manager of Eastern upper leather. 
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MEN'S CLOGS & SANDALS 














STYLE TWINS 
CLOGS 
95¢ 


SANDALS $1-7° Poe w.v.0. 


© Patented Moided Process 

e Stretchy Fine Quality Rubber 

© Smart Dull Finish 

© Tailored Fit Assured 

© Sollproof-Washable Throughout 


Packed 24 pairs to cose, Assorted or 











Solid Sizes Small, Mediem & Lerge 
~~JODHPUR BOOTS 


COMPARE!! 
LADIES" 











OFFICE COATS 





OFFICE COATS 
Office and Shop Coats in All Fabrics 
and Colors. 

Also American Legion and Auxiliary Uniforms. 
HARRY L. Du BRIN UNIFORM CO. 
148 E. 33 St., LE 2-7052, N.Y. 16, NY. 
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WOMEN'S SHOES 
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Women’s Canvas Oxford | 


Brown Non-Marking Rubber Sole | 





oo 





$1.20 


per pair 








No. 1400 
Blue with White Insert 
Brown with White Insert 
All White 
Sizes: 5 to 9. 36 prs. to case 
See Us at the Columbus Show 


POLONER SHOE COMPANY 
156 Duane Street New York 13, N.Y. | 
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OUTDOOR BOOTS | 
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MAJORETTE BOOTS 
In Stock Immediate Delivery 


@White Elk Upper 

®Panolene Sole 
Natural Finish 

© Double Stitched 
Welted Littleway 
Construction 


@Leather Heel 
* Flexible Soles 
Form Fitting 
Sizes 4 to 9 
$6.00 > 
2% © days 
Net 30 


Samples 
Rogue 









Ne. 3800 


Off ASCO 


SHOE CO., INC., 101 DUANE ST., N. Y. C. 

















PRICE TICKETS 
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PRICE TICKETS bring sales! 
Many Colors—109 prices to choose from 
MERCHANTS. SERVICE DEPT. C 
BOOT AND SHOE RECORDER 
20? Se. STATE ST. CHICAGO 4 

















Douglas Adds to West 
Coast Sales Staff 


Los ANGELES, CALIF—Due to the 
greatly increased business on the West 
Coast, T. J. Callahan, sales manager 
for the W.L. Douglas Shoe Co., Brock- 
ton, Mass., authorized the appointment 
of Herman Yank to augment the pres- 





HERMAN YANK 


ent sales staff of the Douglas Co. on 
the West Coast territory. 

Son of a well-known shoeman in 
Philadelphia, Yank was virtually born 
and raised in a “shoe box.” He began 
his eduction in Yank’s Shoe Store, 
established by his father in 1889 in 
Philadelphia, which is still operating 
successfully. From there he entered in 
father’s factory in Vineland, New Jer- 
sey, where he practically learned every 
phase of the shoe business. In 1938 
Yank came to the Middle West to be- 
come associated with the Schiff Shoe 
Company and was with them for sev- 
eral years. 

Yank will work directly under R. H. 
(Bob) Peek, who is now sales super- 
visor in the Denver West territory. J. 
O. Piper will continue to cover the 
same California territory as he has in 
the past several years. 


Made Mid-West Salesmen 
For M. J. Saks Company 


New YorRK—Two representatives to 
cover the mid-west were recently ap- 
pointed by the M. J. Saks Shoe Com- 
pany here. They are R. D. Stevens, 
who has been assigned Indiana, Ken- 
tucky, and the Cincinnati section in 
Ohio, and Robert Dawson, who will 
travel Minnesota, Iowa, and North and 
South Dakota. 


Named Art Director 
Of Neiman-Marcus 


DALLAS, TeEx.— Chuck Gruen has 
been named art director of Neiman- 
Marcus, Texas specialty store, accord- 
ing to Stanley Marcus, executive vice 
president. Gruen succeeds Leon Dacus 
who had been art director of the store 
for 15 years at the time of his recent 
resignation. 











Bata Appoints Representatives 


BELCAMP, Mp.—The Bata Shoe Com- 
pany, Inc., here, has announced the 
appointment of four sales representa- 
tives to cover the greater part of the 
United States. 

The representatives and their re- 
spective territories are as follows: 
Harold Freidin, 445 Broadway, New 
York, for New York, New Jersey and 
the New England states; Sam G. Solo- 
mon, 189 Madison street, Chicago, for 
the Middle West; H. P. Brown, of 
Meridian, Mississippi, for the southern 
states of Louisiana, Mississippi, and 
Alabama; E. L. Schmitt, 227 S. Broad- 
way, Los, Angeles, Cal. 





O’Sullivan Rubber Makes 


Changes of Officers 


WINCHESTER, VA. — Earl Bunting, 
president of the O’Sullivan Rubber 
Corporation, announced at a recent 
meeting of the Board of Directors 
changes made of officers of the com- 
pany. 

In addition to James N. Mason’s 
election as executive vice-president, 
three vice-presidents were elected: A. 
C. Halvosa, W. S. Winterson and R. H. 
Folger. 





Re-elected Vice-President of 
Brand Names Group 


New YorK—Clark R. Gamble, of the 
Brown Shoe Company, St. Louis, Mo., 
was re-elected a vice-president of the 
Brand Names Foundation, here re- 
cently, at a one-day meeting of busi- 
ness, industry and advertising leaders 
at the Hotel Waldorf-Astoria. 





Made Southeastern Salesman 





TERRY HARPER 


Terry Harper of Ft. Meyer, Florida, 
was recently named sales representative 
for the Winthrop Division of Internc- 
tional Shoe Company in the states of 
Floride, Georgia and South Caroline 
{see BOOT AND SHOE RECORDER, May 


1, page 103). 
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Appoint Committees for 
St. Louis Trade Outing 


Sr. Louis, Mo.— Committees ap- 
pointed for the St. Louis District Shoe 
Trades annual outing to be held June 7 
at the Norwood Hills Country Club 
have been announced as: Norman P. 
Wentworth, general chairman; tickets, 
Julian Samuels, chairman; James S. 
Legg, Arthur Alavator, William Er- 
hart, Thomas Leavitt, Frank Winter, 
A. A. Taylor, John Guhman, Charles 
Marcell and Philip Melhado. 

Golf-sports, Henry Rand, chairman; 
Carl Fleigner, A. A. Taylor and John 
Guhman; prizes, Arthur Alavator, 
chairman; William Erhart, Charles 
Marcell and James S. Legg; entertain- 
ment, Philip Melhado, chairman; Frank 
Winter and Thomas Leavitt; publicity, 
Philip Melhado; banquet, Norman P. 
Wentworth, chairman; Thomas Leavitt; 
treasurer, William Erhart. 





General Shoe Holds 
Sales Meeting 


NASHVILLE, TENN. — General Shoe 
Corporation’s “Prevue of Progress” in- 
troduced a new type management con- 
ference to the shoe industry recently 
at the Hermitage Hotel, here. 

More than 125 of the company’s key 
executives from Michigan to Lima, 
Peru, came to Nashville especially for 
the two-day convention. The meeting 
was divided into two sections—a ban- 
quet and style show for the officials and 
their wives; and a business session for 
the men only. 

The new pattern of shoe styling 
from the South was featured in a 
brilliant style show on the first night. 
These shoes were made especially for 
the show, and all the styles are carried 
in the regular stock of the various Gen- 
eral Shoe divisions. 

The style show was produced by a 
committee of General Shoe executives, 
neaded by Gil Jonas, sales manager of 
the Barrett Division. The other mem- 
bers were: John Gifford, sales man- 
ager of the Bellewood Division; Ben 
Willingham, manager of the Women’s 
Division of the retail group; and 
Briggs McLemore, assistant style di- 
rector for women’s shoes. 

The principal feature of the real 
business session was an address by W. 
Maxey Jarman, chairman of the cor- 
poration. Mr. Jarman outlined the com- 
pany’s plans for future growth and ex- 
pansion designed “to keep the company 
growing not just for bigness but for 
progress.” 

Henry W. Boyd, Jr., newly-elected 
president of General Shoe Corporation, 
made his first official appearance with 
the entire group of his associates since 
his elevation in March from vice-presi- 
dent and treasurer. Mr. Boyd spoke on 
“Some Problems of Progress.” 


Mey 15, 1947 


Appoints Western Salesmen 


New YorkK— The appointment of 
three sales representatives has been 
announced by the Recordia Manufac- 
turing Company, Inc., makers of san- 
dals, slippers and pumps. 

The appointments are as follows: 
Jess W. Osborn, covering Washington, 
Oregon, Wyoming, Montana, and Ida- 
ho; V. A. Jefferies, California, Nevada, 
Utah, Colorado, New Mexico and Ari- 
zona; John W. Bates, North and South 
Dakota, Nebraska, Iowa, Minnesota 
and Wisconsin. 





Made Sales Head of New 
Women’s Shoe Manufacturer 


New YorK—Louis Silvers has been 
made head of sales of Symphony Shoes, 
Inc., here, 15 West 26th Street, it has 





LOUIS SILVERS 


been revealed. A recently organized 
manufacturing concern with a plant 
in Brooklyn, Symphony Shoes special- 
izes in the production of high style 
platform types of women’s shoes. 

Mr. Silvers has been engaged in the 
retail and wholesale shoe business for 
the past 25 years, the latter 14 of which 
with a 5th Avenue women’s novelty 
concern. 





Shoe Exporter 
Changes Location 


New York—Sabin-Fass Co., Inc., of 
98 Duane Street, jobbers and exporters 
of shoes, have announced a change of 
location to larger quarters. Their new 
offices and show rooms, is located at 93 
Reade Street, here. 


Manages New Beck 
Pennsylvania Store 


New YOrRK—The A. S. Beck shoe 
store in York, Pa., which was recently 
opened is managed by William A. 
Bange and his assistant Charles Burk- 
ins. Mr. Bange was formerly with 
News-Wanger of York, and Mr. Burk- 
ims was a salesman in the Beck Wash- 
ington unit. 
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Better Grade 
JODHPURS 


Kip Leather Uppers 
Lined Throughout 


“Amoff 


SHOE CO., INC., 101 DUANE ST., N.Y.C. 

















GOLF SHOES 











GOLFERS DEMAND QUALITY 


PAR-BUSTERS HAVE IT 


We don't strip our shoes of essential 
features to save you pennies 





| Mo. 210 


AVON 
Men's Sizes 7-12 WATER-PROOF 
C & D Widths SOLES 


LADY PAR-BUSTERS sie: 5-9 


MEDIUM WIDTH. LEATHER SOLES $75 
NO. 220 BROWN MOCCASIN 
NO. 225 BROWN & WHITE SADDLE «4.75 


Immediate Deltvery 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








OMAHA, 2 


DOES A LARGE INCOME APPEAL? 


We have a real opportunity for an experienced shoe salesman 
who has a knowledge of corrective fitting, to sell a nationally 
known Line of High Quality Foot Appliances to Shoe Dealers 
and Foot Specialists. Territories: East and South. Car neces- 
sary. Exceptional opportunity for permanent, pleasant connec- 
tion, with large earnings for a man who can sell. Send full 
particulars with a photo or snapshot in confidence to— 


SCOTT FOOT APPLIANCE COMPANY 


NEBRASKA 











HOW WOULD YOU LIKE T0 
REPRESENT A COMPANY 


1—menufacturing a nationally known 
Rubber Footwear line—accepted 
as the leader in its field. 

2—with a reputation for fair dealing, 
integrity, honest values. 

3—with a line backed by national ad- 
vertising— has been advertised 
longer than any other brand of 
Rubber Foctwear. 

4—expanding its Line of new and 
staple items, offering a long range 
opportunity for young men 
retail footwear experience. 

Write In confidence outlining experience 

end quolifications to — 

SALES PERSONNEL MANAGER 


Bex 771, core BOOT & SHOE RECORDER 
10@ East 42nd Street, New York 17, N. Y. 








ATTENTION, 
SALESMEN 


YOU CAN EARN from $10,000 to $15,- 
000 per year with an Old Established 
Wholesale House operating In-Stock De- 
partment. Have openings for additional 
salesmen to cover mid-western and 
Southern States; prefer men with general 
line experience; give full particulars as 
to past experience. 


Cc. W. MARKS SHOE CO 
41 So. Wells Street, Chicage 6, Illincls 





BOOT SALESMAN 


To represent top grade Line of Fancy 
Cowboy Boots, all hand made for 
Men, Women and Children. Middle 
West, also East Coast territories open. 
Attractive proposition to man calling 
on better trade. Complete details 
first letter, please. 


STEWART BOOT CO. 
1602 West Temple Street 
Los Angeles 26, Californie 














SALESMEN FOR 


NATIONALLY ADVERTISED 


BRAND CASUALS 


OPEN TERRITORIES 


WASHINGTON—OREGON 
CALIFORNIA—ARIZONA 
TEXAS—NEW MEXICO 
NEBRASKA—IOWA 


ALABAMA—MISSISSIPPI 
ARKANSAS—TENNESSEE 

NEW ENGLAND 

PENNSYLVANIA 

NEW JERSEY—MARYLAND 
DELAWARE—WASHINGTON, D. C. 


Address 790, care BOOT & SHOE RECCRDER 
100 East 42nd Street, New York 17, N. Y. 





| 


LEADING 
WHOLESALE 
DISTRIBUTOR 


Complete Line Women's Corrective 
Footwear, Welt Oxfords, Sports 
and Novelties, seeks sales repre- 
sentation following _ territories: 
South Carolina; Georgia; Missis- 
sippi, Alabama and Northwestern 
Florida; New Orleans and Louisi- 
ana and Arkansas; Tennessee and 
Kentucky; Indiana (Indianapolis 
and Evansville) and Illinois; Dal- 
las, Northeastern and Panhandle 
Texas. Prefer experienced men 
with following. Commission basis. 
Applications confidential. Give 
full details first letter. Good op- 
portunity. 

Address 805, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, M. Y. 











THREE MEN WANTED 








Address care BOOT & SHOE RECORDER 
100 East 42nd Street, New York (7, N. Y. 








SALESMEN WANTED 


Address 788, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











SHOE SALESMEN 


WITH GOOD FOLLOWING 
to carry outs Line of Popular 
coe omens, casuals 4nd) ey 

0! 

n commission ; Excellent line ot 
fast-selling styles. Can be handled ex- 
clusively or on non basis. 
Write giving age, experience, territory 
coverage and Talerencen. 

AU replies will be held strictly confidential 

Address 750, care BOOT & SHOE RECORDER 

10 High Strest, Besten 10, Mass. 








for each insertion. 


The rate for all displayed or 





boxed In 


CLASSIFIED ADVERTISING RATES 

The rate for undtepiaves classified advertising is 10 cents a word uncer any of our ciassified headings. Minimum rate is $1.80 
When a box number is desired, addressed to any of our offices, 12 words must be added for this and charged 
at the word rats. if advertiser’s own name and address is used, count each word (street number is one werd) at word rate. 
Classified advertising is payable in advance. Send check or money order with your copy. No accounts are opened for ciassified 
advertising except for reguiar advertisers on contract. 
classified advertisements is $7.00 an inch with a maximum of 46 words per inch. 


= Advertisements for this page must be in our New York Office 10 days preceding publication date 
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~ SALESMAN WANTED 


| 


SALESMAN WANTED 
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SALESMAN WANTED 











SALESMEN WANTED— 


to sell manufacturers in stock line of 
uM CH Growl 
SG AND ‘s 
WELTS 


Stete territory you cover, age, 
and present line now selling. 
Address 695. care BOOT & SHOE x \ oo 

100 East 42nd St., New York 7, 


SALESMAN TO SELL OUTSTANDING LINE 

WOMEN’S NOVELTY SHOES—SPORT WELTS 

AND CASUALS —FOR LEADING WHOLE- 
SALER. MUST HAVE CAR. 

OHIO — WEST VIRGINIA — PENNSYLVANIA 


Give full particulars in first letter. 


Address 81\,. care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








SALESMEN WANTED 


New England territory. by reliable 
manufacturer of popular grade 
Women’s and Misses’ McKay Sports. 
Large In-Stock department. Some es- 
tablished trade. Very competitively 
priced. Straight commission basis. 
Replies held in strict confidence. 
Address: Box +787 
cere of Boot & Shoe Recorder 
10 High Street, Boston 10, Mass. 








LEADING WHOLESALER HAS 
OPENING FOR 2 SALESMEN 


1. North and South Carolina. 2. Ohio, 
Indianc and Kentucky. Complete line 
of Men's, Women's WELTOPEDICS, AA 
to EEE widths; also growing girls’ Sports 
and Casuals, instock. Give full particu- 
lors in first letter. 


A. MELTZER 
26-28 North 4th Street, Philedeiphie 6, Pa. 








OPPORTUNITY FOR 
EXPERIENCED 


SHOE SALESMEN 
IN THESE TERRITO 


Virginia and West a 
Kentucky and Tennessee 


Georgia Arkansas 
Florida Iowa 
Alabama Illinois 
Mississippi Nebraska 


We are manufacturers of Misses’, 
Children’s, Growing Girls’ and Boys’ 
Shoes in Welt Stitched McKay and 
Goodyear Welt construction to retail 
from $4 to $6.50. Most styles carried 
in stock. Write giving full details of 
experience. 

Address 813, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 














CHILDREN'S SLIPPERS 


Sclesmen Wanted by Children's Better 
Grade Manufactu those with 
following. Ful! part Line carried, 


rer — only 


cuiors, 


etc. No objection to non-conflicting 
lines. Following territories available: 
Idaho No. Dakota 
Montana So. Dakote 
Wyoming Minnesota 
Colorado lowa 

Nevada Nebraska 

Utah Kansas (port) 
Arizona Missouri 

New Mexico West Virginia 
Texas No. Carolina 
Kentucky So. Carolina 
Alabama Georgia 
Mississippi Florida 


All replies confidential. 


NATIONAL SLIPPER 
CORPORATION 








SALESMAN: SIDELINE AVAILABLE, one 
low Leather Heel and Sole Stitched Shoe— 
Women’s—to sell along with novelty line. Ter- 
ritories open—Chicago, Pittsburgh, Ohio, North- 
west. SPUNKY SHOEMAKERS, Suwanee, 


ALESMEN WANTED TO SELL MANU- 

FACTURER’S LINE of Children’s Stitch- 
downs, sizes 5 to 3; also Children’s Slippers 
and Booties. Carry as sideline or exclusively. 
Entire South and Midwestern territories = 
ferred. Commission basis. Address $812, 
Boot & Shoe Recorder, 100 East 42nd Serest, 
New York 17, N. Y. 





SALESMEN: TO SELL COMPLETE LINE 
HAND TURNED SLIPPERS and Women’s 
Comfort Shoes in following States: Tennessee, 
North Carolina, South Carolina, Virginia, Ken- 
tucky; Minnesota, Iowa, Missouri, 
Illinois, Michigan, Ohio, Indiana. 
#808, care Boot & Shoe Recorder, 
42nd Street, New York 17, N. Y. 


Address 
100 East 


TRAY ELING SHOE SALESMEN WANTED 

for Wholesale House Selling Popular Priced 
Women’s Novelty Sport Oxfords and Play 
Shoes. Established territories; full time or side 
line. Commission weekly. Address: Box #810, 
care of Boot and Shoe Recorder, 1221 Locust 
Street, St. Louis 3, Mo. 


ULL TIME AND SIDELINE SALESMEN 

WANTED: Established Wholesale Shoe Firm 
handling complete line of Men's, Boys’, Wo 
men’s and Children’s Shoes; Rubber Footwear 
and Tennis; good territories open. Write, giv- 
ing experience and references. State territory 
desired. Address: THE ACE SHOE COM. 
PANY, 1388 W. Sixth St., Cleveland, Ohio. 














146 W. 26th Street, New York 1, N. Y. SIDE LINE SALESMAN WTD. 
N WANTED for Men's, Women’ 
GALESMEN WANTED for, Men's, Women's 3 SALESMEN 
tation. Address #737, care Boot Residing Boston, Chicago, St. Louis, Kan- 
Recorder, 100 East 42nd Street, New York sas City, Memphis, Atlanta, to represent 
17, N. Y. as a side line outstanding Puritan Welt 





S*Sioes: WANTED: Men’s High Grade 
; Men’s and Women’s Fine 

are building a staff of salesmen of out- 
manding, ability. to. sell our line of imported 
top grade Men’s Shoes and a new Line 
Loafers, after-ski and Lounging Slippers br 
unusual construction. All territories open. 
Strictly commission basis. Both lines thus far 
have been confined to a select list of 

ment stores. Now we want national 

tion. Replies confidential. Address 807, 
Boot & Shoe Recorder, 100 East 42nd 3nd Street, 
New York 17, N. Y. 





WANTED: SALESMAN—for State of Penn- 
sylvania to carry a Line of better grade 


the right man with a 
to non-conflicting side line. Strictly on com- 
mission basis. Address #803, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





SHOE SALES MEN—Excellent following 
with Mail ler, Chain, Department Store 
and Jobbing Trade for ay and Western 
territories wanted by facturer of pop 
priced Line of Women’s Arch Type _—— 
Exclusive territories, on commission 

Write submitting resume of a 
experience. Address #801, care Boot & Shoe 
a. East 42nd Streex, New York 
7, B. Y¥. 





100 











ba en SALESMAN carry Sideline Popular 
Priced Genuine Patched and 

Handbags. We match bags 
territories; good commission. 
LEATHER CO., 1225 Broadway, 
City, N. ¥. 





MICHIGAN and Ohio Territory Open 
Man ee ae ee 

: - values at $6.95 retail. 

in Middlewest. 

Boot and Shoe 

Street, Chicago 4, 


May 15, 1947 





SHOE SALESMAN: Established 
Distributor desires experienced Salesman to 
sell full line Men's and Boys’ Work and. Dress 
Shoes, Growing Girls’ Sport Shoes, Children’s 
Shoes, Women’s Arch Type etc. Chicago 
and vicinity. Commission basis. GOLD SHOE 
CO., 301 W. Monroe, Chicago, Ill 





SANDAL SALESMAN: Fiat, high-style, all 
Leather, strap Sandal from California; best 


Excellent sideline. STYLE 
MASTER SHOES OF HOLLYWOOD, 8243 
Lankershim Bivd., North Hollywood, Cal. 





Infants’ Manufacturer. Give age, pres- 
ent i? conneate. coverage. 
Address 791, care BOOT & SHOE RECORDER 
100 East 42nd Street. New York i7, H. Y. 
W ANTED: SIDELINE SALESMAN FOR 
ALL TERRITORY WEST OF DENVER 
with short Line Men’s and Women’s Hard Sole 
Slippers, Retail $2 = $3. In stock from fac 
tory. Give detail of Lines i 
tory covered. Address: M. J. WITHERILL, 
ey Went Madison Street, Room 1101, Chicago 


To sell Fast Selling Line of Women's Nylon 
Hosiery; Commission basis; Lorge earning 
possibilities. All territories open. Address: 
ARROW, 9022 COMMERCIAL AVENUE 
Chicege 17, iMlinols 
Oo’ ESTABLISHED, JUVENILE SHOE 
HOUSE wants Salesman for Connecticut 
and surrounding territory; One who is now sell- 
ing non-conflicting line of Men's or Women’s. 
Address #809, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


SIDE-LINE MEN WANTED 


To represent o = Wholesaler of 


























Women's Novelty Shoes Ln agen from 
$6-$10. Opportunity for high earnings. 
All territories open EX Eng- 


land, New York, Pennsylvania, Washing- 
ton, D. C., Maryland and California. 


Write giving full details of experience 
and present lines carried. 


Address 788, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, . Y. 


























ASSISTANT FOREMAN OR FORELADY Warp TO LEASE SHOE DEPART- 
MANUFACTURERS orl Modern High Grade Ladies’ Shoe Fac- MENT. Prefer town o saaee popula- 
West Const Shee Travelers Associates have capable Compo Process, producing 2000 pairs per tion; prefer in Department Store would 
salesmen in their organization te represent your day. Only those apply having complete knowl- in Specialty Shop doing large volume. 
company. All territories Denver West. if yeu have edge of fitting room procedure, y rack carry Nationally Famous brands—$4. to $10. 
openings in abeve territeries communicates at once system and high quality standard. Address 12 years’ experience in managing Shoe 
our Assciation, WEST COAST SHOE #774, care Boot & Shoe Recorder, 100 East ments; Want to go in business by July 7 
TRAVELERS ASSOCIATES, ROOM 320, HAAS 42nd Street, New York 17, N. Y. with new Fall Line. Will give 10 rent of 
BLDG., 219 WEST SEVENTH STREET, Los gross volume. Write or wire. Address #814, 
ANGELES 4, CALIF. care Boot & Shoe Recorder, 100 East 











Ls. WANTED FOR SOUTHERN OHIO, 
STERN KENTUCKY, WEST VIR- 
GINIA, from Mauufacturer or Wholesaler in- 
additional business popular 
and low-price Shoes at close margin. P. O. 
BOX 199, MARIETTA, OHIO. 
Les OF SHOES WANTED in best and 
medium grades to be sold in Honolulu, 
=. Returning = aay = in three weeks. 
it Ty fine accounts there. 


ve connections wi 
Aadren EDWARD. ‘ILLS. 1639 North Las 
Palmas Avenue, Hollywood 28, California. 








FAST GROWING 


Juvenile Wholesale Distributor 
INTERESTED IN 


INFANTS - CHILDS - MISSES 
GROWING GIRLS 


GENUINE WELT LINE 


Address 796, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











Q UTSTANDING SALESMAN desires Manu- 
facturer’s Line of Popular Price Shoes for 
New York and New England territory. Ad- 
& Shoe Recorder, 100 

East 42nd Street, New York 17, N. Y. 


SHOE Ss WITH FIFTEEN 
YEARS" EXPERIENCE, has traveled Penn- 
sylvania, New Jersey, Baltimore and W: 

toa, wishes to represent a Manufacturer’s Line 
for above territory. Have a well-rounded know!l- 
edge of the shoe business and can assure capa- 
ble selling. Address #799, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 








HELP WANTED 








SHOE STORE MANAGER 


A Nationally known, fashionable, retail 
Women’s Shoe Store, located in the 
downtown business center of a diversi- 
fied_ midwestern area, trading population 
of one million, has an immediate open- 
ing for an experienced retail shoe man. 
An unusual opportunity for an aggres- 
sive, experienced man who is capable of 
taking complete charge of all personnel 
and store management. Write giving full 
particulars as to experience and refer- 
ence, and also state your present salary. 
All replies held strictly confidential. In- 
terviews will be granted, to the right 
man, at his convenience and our expense. 


Address 795, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











Sit DEPARTMENT MANAGER, UP- 

STATE NéW YORK. Must be expcrienced; 
‘orrespondence held confidential. Give all par- 
pa a including photograph, in first letter. 
Address #802, caré Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 














DEPARTMENT STORE IN INDIANA 
WANTS BUYER AND MANAGER 
For Shoe ye geen excellent working 
conditions; good salary, plus bonus on 
sales. Give references and detail back- 


ground. 
Address 734, care BOOT & SHOE rg 
100 East 42nd Street, New York 17, N. Y. 








SHOE DEPARTMENT 
MANAGER 


for Atlanta, Georgia, Department 
Store. Experienced managing-mer- 
chandising Men's, Women’s, Chil- 
dren’s popular price shoes. Must be 
promotionally minded. 

Write in confidence your age, busi- 
ness history in detail, past earnings. 
Interview arranged your convenience. 


BOX BSR, 1822 
113 West 42nd Street, N. Y. 18 














FOR SALE 








WE SELL WOMEN’S 
FACTORY DAMAGED AND 
WORN SHOES, CASE LOTS. 
WRITE FOR SAMPLES 


Address 770, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











M ENS AND BOYS’ SHOE STORE FOR 
SALE in Greater area; of 
nicest stores in territory. For further informa- 
tion write to Box #777, care of Boot and Shoe 

. 100 East 42nd Street, New York 17, 
N. ¥ 


FAMILY SHOE STORE, 100% Location in 
orthern N national! 





Ss 
Street, New York 17, N. Y¥ 





SHOE X-RAY MACHINE, IN PERFECT 
CONDITION; Reasonable; Have all 
material. SCHLAFCKE SHOE STORE, 605 


Lapeer, Saginaw, Michigan. 


OL ESTABLISHED SHOE STORE, 88-06 
Boulevard, Rockaway Beach, New York. 
Retiring, due ill health. Atlantic & Pacific 


Self Service Store next door. 














FOR RENT 
Storercom, approximately 20 by 62 ft. on main 
business street of Lewistown, County Seat of Mifflin 
County, a thriving industrial community ef 15,000 
population. the shopping and commercial center for 
app -ximately 50,000. inquire: 
HARRY L. SIEGEL AND ROBERT SIEGEL, 
ATTORNEYS, 
LEWISTOWN, PA. 

















| 
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Street, New York 17, N. Y. 





POSITION WANTED 


ANUFACTURER’S SALESMAN. Exten- 
sive retail) shoe experience. M.B.A., June, 
1947, Stanford School of Business. Age 27, 
a Best character and experience —_— 
Norman Baldwin, 1552 Cowper Street, 
Palo ‘Alto, California, 


ISPLAY MANAGER AVAILABLE, capa- 
bie assuming complete charge display de 
partment—Ladies’ or Men’s Chain; 15 years’ 
experience. Address #800, care Boot & Shoe 
, 100 East 42nd Street, New York 17, 











BUSINESS OPPORTUNITY 


PARTNER WANTED in good goi Shoe 

Store in Jersey City; All wf | ces. 
Must have about $20,000 cash. Address #804, 
care Boot & Shoe - 1 100 East 42nd 
Street, New York 17, N. Y. 








FUR TRIMMING 








RABBIT FUR TRIMMING 
IN PASTEL SHADES 
FOR THE SLIPPER TRADE 
Write for Quotations to 


NATIONAL FUR DYEING CO. 
447 S. Hewitt St., Los Angeles 13, Calif. 














WANTED TO PURCHASE 








CASH FOR YOUR STORE 
Will buy stock, fixtures, lease. Shoe 
stores and Chains wanted in Pennsylvania, 
Jersey, Delaware. 


Address 062. core BOOT & SHOE RECORDER 
100 East 42nd Strest, New York 17, 4.Y. 











W ANTED TO TO PURCHASE SMALL PRE- 
WELT CHILDREN’S SHOE FACTORY 
located Pennsylvania or New Jersey. Give de 
tails in first letter. Address #797, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. ¥. 





WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of Quai Shoes for Men, Women ead 
FOR CASH 
BROITMAN-GAFFIN SHOES, 
147 Duane Strest, New York 7, N.Y. 
Telephone: WOrth 2-450 











V ETERAN WISHES TO PURCHASE 
FAMILY SHOE STORE in town of 15,000 
jocated in Mirnesot: or 


Towa. Will pay 100% on Sane Zeus 
JAMES T. ARENZ. Bor 683, La Crome, Wie 
consin. 
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WANTED TO PURCHASE WANTED TO PURCHASE MERCHANTS’ NEEDS 
















































































TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES “— 
Convert iste casbh—eny quantity tet ct 
YOUR MAME PROTECTED ... WRITE — WIRE OR PHONE am « Cee Suey. 
RELIABLE SPECIALISTS IM FINE SHOES FOR 15 YEARS Se te ae ee 
M. K. WEIL co. Bat. over 40 years 
1215 Washingtos Avense—St. Louis, Me. Central 4a¥8 alice oi ee 
s SARIS BUYS for CASH SHOE FORMS REFINISHED 
Qual Shoes en, omen a Forms, . 
and Childres . Short Term Leases Assumed os =. sivings Chain Stare — cb 
Scrupulous Protection for your Nome and Brand Since 1932 our service. ah 
BARIS SHOE CO., INC. with complete 4 re See 
79-81 READ STREET WOrth 2-5180 NEW YORK 7, WN. Y. SPRA-LAC REFINISHERS 
58 Spring Street, Waterbury 22, Connestiont 
SELL YOUR JOB LOTS | | anes Sraee 
SAM CAMITTA & SONS| | | {¥c73t* fenta, Mice Shoe Sore doing FAIRY FORMS 
. le wm ao rociws 
95 Reade St., New York 13, N. Y. miles around New York City. IMMEDIATE DELIVERY 
a eS SS oS Meo tat ited Siwt Mer ek i kv. =| | | Woms.—Flesh, Pink, Gold, Brome & 
White. Varied Heel Heights. Size 4/2. 
ee is th an ee, 
Bk war CASH PAID FoR Hosiery Forme-—Veried Heights. Mon 
Buyieg, Shoes for 35 yeers josiery Forms—Varied Heights. . 
MARRY | stocks SHORT LEASES ASSUMED | 
seme HARRY HESS oY SABIN || SERVICE SHOE FINDINGS CO. 
Teleshone: WOrt 2-208 ae ~ ee A Dd. 19 So. Wells St. Chicago 6, Ill. 
WE BUY 
SURPLUS AND COMPLETE STOCKS GET TOP VALUE 





“mem ||| cemuereas- | |NYLONS 



























































SHORT LEASES ASSUMED 
CAMITTA SHOE CO. | 
Your aa ae Saeee 128 Ne. 4th St. Phila. 6, Po. | ° FIRST QUALITY 
IRVIN RUBIN, INC. | | ° SHEER FULL FASHIONED 
“The House of Jobs” 
89 READE STREET : | | * ALL NYLON (TOP to TOE) 
— nah Cty MERCHANTS’ NEEDS | ° BEAUTIFUL NEW SHADES 
NEW AND IMPROVED | © SIZES 8/2 to 102 
MERCHANTS’ NEEDS $5°°°  Powy Cue | IMMEDIATE DELIVERY! ! 
cross = for Price Tickets | NEW LOW PRICE! ! 
$9.75 ME $ 50 
INTRODUCING 2 _ | 51 GAUGE- 1 ed 
HALF GROSS $1 1 50 
OUR NE f 
eo ve STYLE gTitTs AT | 45 GAUGE- rs 
VLON M. D. POLLINGER CO.!/ | DARKER’S 
Full Fashion Hose nee |e ee 
Which combines the demand for venue 
QUALITY SHEERNESS Chicago 17, Illinois 
BEAUTY DURABILITY YOUR rover showing | | REgent 1030 
Seid om allctment Desi to sclected stores MEXICALI SANDALS | z eon ties 
Restricted to lities. Write i = ‘erms: Minimem 
particulars. dats siperae n tor mes. wee ca kes. | | || Order 5 Dozen. Select Your Own 
Address 786, ewe BOOT & SHOE RECSHDER exice, ColMernie. Samples sent <2 request. Sizes. 
100 East 42nd Street, New York (7, N. Y. Terms: 2/10, net 30. 
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family, department, specialty, general .. 








Every Type of Shoe « « men's, women's, children's for Every Type of Store «+ 
.in Every Price Range. Here in Chicago is a 
complete Footwear Market for style-minded, quality-conscious, profit-wise shoe Retailers 








Women’s Sport Boot in Pro- 
duction by West Coast Firm 


SANTA Rosa, CALIF.—Jerry Kushins, 
president of Kushins, Inc., manufac- 
turers of men’s working shoes and 
boots, recently announced that produc- 
tion is now under way for a town and 
country boot for women, newest addi- 
tion to the growing Kushins’ line. 





Slipper Company 
Plans Branch Factory 


BALTIMORE, Mp.—The Swan Shoe 
Company, Inc., here, manufacturers of 
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leather slippers for men, women and 
children, have announced plans for 
opening a branch factory at Man- 
chester, Md. 

It is hoped that production will be 
under way June Ist, in order to give 
their customers next Fall additional 
pairage, the company said. Branch 
sales offices are maintained in New 
York City, Chicago, Cleveland and Los 
Angeles, and distribution is nation- 
wide. 





Buy Savings Bonds 








U. S. Shoe Representative 
Honored at Dinner 





Harry E. Weil (left] who was recently 
honored upon his resignation as Eastern 
representative of U. S. Shoe Corporation 
because of ill health, standing with Leon 
Weiner (center), shoe dealer of Eliza- 
beth, N. J., and Charles Schwartzman, 
who succeeded Mr. Weil. 


New YorkK.—Harry E. Weil, who 
has been associated with the United 
States Shoe Corporation since its in- 
ception and for many years was East- 
ern representative, was honored upon 
his resignation recently by Gold (Red) 
Cross shoe dealers at a dinner in Reu- 
ben’s here. Mr. Weil resigned because 
of ill health. 

Joseph E. Stern, chairman of the 
board of directors of the U. S. Shoe 
Corporation, said: “Harry Weil, as a 
salesman, a merchandiser and as a 
keen student of shoes, played one of 
the very important parts in the suc- 
cess of our company. His intelligent 
observations have been a guiding light, 
and while the endless hours he devoted 
to his work have brought him sub- 
stantial monetary reward, neverthe- 
less I know that the success he has ac- 
complished is not measured in dollars 
and cents, but in the satisfaction of 
building a solid foundation and stead- 
ily adding to this firm structure.” 


Elected Vice-President of 
Kleinert Rubber Co. 


New York.—Paul R. McCampbell 
was elected vice-president of the I. B. 
Kleinert Rubber Company at the an- 
nual meeting of stockholders held re- 
cently. 

Mr. McCampbell came to Kleinerts 
from the U. S. Rubber Company in 
1924 as assistant chemist. In line with 
this company’s policy to promote from 
within the ranks, Mr. McCampbell, was, 
after several promotions, made man- 
ager of this company’s factories in 
College Point, Long Island. In 1941, he 
became a director of Kleinerts. Mr. 
McCampbell comes originally from the 
midwest. 
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The Dr. Posner shoe was developed by a man 

who spent his lifetime creating and perfecting chil- 
dren’s quaiity health shoes. 
The Dr. Posner “Body Balance” last was the first 
important change in children’s shoe lasts in years! It 
was the direct outcome of scientific study by a group 
of competent medical authorities. 


With the Dr. Posner Shoe you sell a children’s foot 
health service. It means better bodily health in years 
to come. It means customers that give your shop pro- 
fessional distinction — and sounder profits year in and 
year out. 








DR. A. POSNER SHOES, Inc. Executive Office: 137 Duane St.. New York 13 
Factories: Allentown, Pa. * New Oxford, Pa. * Chicago Sales Office: Merchandise Mart, Room 1046 
Pacifie Coast Sales Offices: 63 First St., Sen Francisco * Haas Building, Suite 1112, Los Angeles 
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Evelets Alike as Peas in a Pod... 


Actually United Eyelets approach a uniformity far beyond “‘peas in a 
pod.” Carefully screened, time after time, they are controlled to fall 


within narrow tolerances. You are assured fast, continued production... 


added quality in your shoes. 


UNiTED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Style 4301 Style 2131 Style 4525 
Brown Calf Brown Calf Brown Calf 
Rubber Hee! Rubber Heel Stout Single Sole 


Custom Heel 





The Practice of Leading the Field 


The practice of perfection is almost a religion at Nunn-Bush. Knowing 
that the loyalty of merchants and wearers of Nunn-Bush Shoes may not 
be commanded, we long ago determined to DESERVE it. We decided 
that the intelligent route to such deserving would be to strive with 
all our intent and skill to make the world’s most satisfying shoes for 
men. This high purpose is the force that makes your Nunn-Bush 
franchise a very valuable possession. 


Nunn-Bush 


. able Fasheomed Orfords 





NUNN-BUSH SHOE COMPANY -: MILWAUKEE 1, WISCONSIN 





Wauen does a child’s foot grow? 
Certainly not just before she goes back 
to school ...or at Easter time... or 
perhaps just before she has a birthday. 
A child’s foot grows when it grows... 
every day,every moment of her young life. 


Why, then, should the children’s shoe 
business consist of feasts or famines? 
Here is one industry in which peaks and 
valleys need never exist. For fit takes 
precedent over all other factors in sell- 
ing children’s shoes. And children’s 
sizes are constantly changing. 


Obviously there is need for an education- 
al job...a need to sell mothers the fact 
that shoes may be outgrown long before 
they are outworn. Keep a conscientious 
size record for every child and remind 
the mother every two or three months 
that it’s time for a check-up on fit. 


Brief your sales staff on this point... 
emphasize it in your advertising. You'll 
find that it will bear dividends in sales 
... all year round. 


GREEN SHOE MFG. CO., BOSTON, MASS. 








